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ABSTRACT 
 
The increasing number of Jordanian Internet users should naturally be reflected in e-commerce 
conversions. However, this is not the case. Although social-media users in Jordan are becoming 
more engaged and involved in social-media transactions, e-commerce activities have not 
experienced a similar trend. This issue has been identified in the literature as the e-commerce 
awareness paradox, wherein customers are partially aware but are not engaged. 
 
This thesis investigates the lack of e-commerce adoption in Jordan, with special emphasis on 
exploring the role of awareness in e-commerce adoption. Using a mixed-method approach 
comprising Archival Research, Survey, Interviews, Focus group, and Narrative Inquiry 
Ethnography research, this thesis has emphasised that awareness should not be perceived as a 
holistic entity that influences the engagement of e-commerce, but rather as multiple degrees of 
awareness associated with different e-commerce processes. 
 
This thesis contributes to the Information Systems body of research by providing a new 
quantitative mapping technique. It projects a non-integral view of awareness on the e-
commerce processes, which has resulted in identifying four distinctive awareness levels. Those 
four levels of awareness are Awareness of Products/Services (AOP/S), Awareness of Brand 
(AOB) Awareness of Payment (AOP), and Awareness of Delivery (AOD). Consequently, this 
mapping technique helped to put awareness into perspective as to what process of e-commerce 
needs to be tackled to appropriately help e-commerce practitioners to identify where they need 
to focus on the online acquisition journey. In addition, it provides an innovative level of 
stakeholder involvement that helped in identifying the role of the businesses and stakeholders 
in facilitating e-commerce. This has helped to provide several solutions to overcome many 
barriers that impediment the adoption of e-commerce in Jordan. 
 
Finally, this thesis provides a generic framework through the deployment of e-commerce 
processes, levels of awareness, and, stakeholders’ involvement which helps to integrate the 
process of successful e-commerce adoption within the Jordanian context. It contributes to gain 
a better understanding of the different level of awareness, which needs to be considered in each 
process of e-commerce for successful online shopping. 
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1.1 INTRODUCTION  
 
This chapter introduces the context of this research with a brief overview of the study. It then 
guides the reader to the motivation for this research, research aim, question and objectives. In 
addition, it discusses the importance of this research to the information systems field. Finally, 
the chapter concludes by outlining the structure of the thesis. 
 
1.2 E-Commerce Background 
 
The emergence of information and communications technology (ICT) have contributed to the 
rapid growth of e-commerce (Norzaidi et al., 2007). The internet and electronic devices like 
tablets and smartphones are the most notable tools for communication, entertainment, and 
business; they also enhanced by online usage and penetration. The number of worldwide 
internet users reached 3.6 billion in June 2016, covering about 50.1% of the world population 
(Internet World Stats, 2016). Electronic Commerce (E-commerce) and its applications become 
an important method for business to apply in the 21st century, creating enormous opportunities 
and challenges in various aspects, such as fast-changing, more turbulent, dynamic, more 
complex and competitive. (Jaradat and Faqih., 2014). From a marketing perspective, the 
internet manifested benefits in two ways: firstly, by increasing the number of businesses that 
seek to use the internet to establish a connection with potential customers and secondly the use 
of the internet by customers for various purposes, including information seeking and online 
shopping. The development of these two factors had provided a basis for e-commerce 
development and adoption. Consequently, e-commerce had a huge impact on the way the 
business is conducted. It has often led to dramatic growth in trade, market expansion, improved 
efficiency and effectiveness, and economic growth in countries where e-commerce is a 
common form of commerce 
The widespread adoption of e-commerce around the world has recently attracted the attention 
of academic researchers. Understanding e-commerce development and exploring variables that 
affect e-commerce adoption have become an important research topic (Kartiwi, 2006). 
Researchers exploring e-commerce development indicated that e-commerce is an important 
research area in the Information Systems field (Alqahtani et al., 2012). 
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The term ‘Electronic Commerce’ is vague and often used to indicate different meanings 
(Wigand, 1997). Researchers have proposed many definitions of e-commerce depending on the 
context that has been studied. The fact that there is a lack of consensus about definitions of e-
commerce is mainly due to the dynamic nature of e-commerce in that it is changing over time 
as new users of e-commerce are finding different ways to use it. 
Previous literature defined e-commerce in a variety of ways, all of which share similar key 
premises. Some were defined generically, while others defined in more detailed. A very general 
definition was given by Swatman (1996), as: “Any electronically-enabled business activity or 
process.” This simplistic definition assumed that all business activities that are transacted 
electronically could be considered as e-commerce. Similarly, Schneider (2009) defined e-
commerce on as: “All businesses activities that use Internet technologies.”  On the other hand, 
other researchers, have defined e-commerce in a more detailed way, as it is not only the use of 
the Internet but also the use of other networks. For example, Wyckoff and Colecchia (1999) 
defined e-commerce as: “E-commerce is concerned specifically with business occurring over 
networks, which use non-proprietary protocols that are established through the Internet”.   
Furthermore, some researchers tend to describe e-commerce processes in their definition. 
According to Turban et al. (2006), “E-commerce is the process of buying, selling, transferring 
or exchanging products, services, and, or information via computer networks, including the 
Internet”.  Moreover, e-commerce can be defined as “a collection of all business activities 
conducted through the Internet, including advertisements, transactions, payment and services, 
and global e-commerce will involve countries around the world” (Qin et al., 2014). Another 
definition given by the Organization for Economic Cooperation and Development (OECD, 
2000) is: "E-commerce is an electronic transaction which is the sale or purchase of goods or 
services between businesses, households, individuals, governments and other public or private 
organisations, conducted over computer-mediated networks".  
Taking into account the diverse definitions given for e-commerce, Globerman et al. (2001) 
provided a definition which describes the process of e-commerce. It elaborates that e-
commerce is more than a process of buying or selling products/services online e-commerce. 
Globerman defined e-commerce as “any economic transaction where the buyer and seller come 
together through the electronic medium of the Internet, from a contractual agreement 
concerning the pricing and delivery of particular goods and services, and complete the 
16 | P a g e  
 
transaction through the delivery of payments and good or services as contracted” (Globerman 
et al., 2001). 
 
1.3 TYPES OF E-COMMERCE 
 
Since e-commerce is a wide area, it becomes essential to distinguish between different types 
of transactions integrated with the electronic aspect. Based on the nature of the transaction and 
relationship between various parties, e-commerce can be classified as different types. The main 
parties involved in e-commerce transactions are customers, businesses, and government. These 
categories are Business to Business (B2B), Business to Consumer (B2C), Consumer to 
Consumer (C2C), Consumer to Business (C2B), Business to Government (B2G), and Social 
E-Commerce (Schneider, 2007; Laudon and Traver, 2015).  
 
1.3.1 BUSINESS TO BUSINESS (B2B) 
 
Business to business (B2B) e-commerce is the largest form of e-commerce, the revenue of B2B 
e-commerce comprise 90% of all e-commerce (Ueasangkomsate, 2015, and Singh, 2015). 
Theoretically, B2B pursues the maximised values regarding quality and delivery time, efficient 
collaboration, reduced search and transaction costs, and improved business processes for a 
better return on investment. McKnight et al. (2017) reported that the B2B e-commerce market 
alone is more than twice the size of online retail, and is expected to exceed $1.1 trillion by 
2020. B2B e-commerce has several models each of those models play a major role in the B2B 
environment. 
• Supplier oriented marketplace (E-distributors) in which online business provides goods 
and services directly to other companies. Although some of the e-distributors are 
retailers, others provide wholesale goods. 
• Buyer-oriented marketplace (E-procurement) is an e-commerce business model where 
companies create a digital marketplace which allows buyers to engage in sales 
transactions. E-procurement also provides business with solutions to facilitate their 
transactions, using specialised software such as e-invoicing, e-auctions -e-payment-e-
catalogues, and order tracking.  
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• Intermediary oriented marketplace (E-Exchange). In this type of model, an 
intermediary company runs a marketplace where business buyers and sellers can 
transact with each other.  
In the B2B environment purchase orders, invoices, inventory status, shipping logistics, and 
business contracts are handled directly in the network. Therefore, increased speed, reduced 
errors and cost savings. Furthermore, using “just‐in‐time” manufacturing techniques B2B 
reduces cycle time, inventory, and prices. Being online and searchable will enable businesses 
to introduce new products easily and improve brand awareness. Also, enable business partners 
to share relevant, accurate, and timely information. These aspects will result towards improving 
supply chain management among companies. 
 Walmart store is an example of B2B e-commerce, where its major suppliers such as Procter 
and Gamble, Johnson and Johnson, and others conduct their sales to Walmart electronically. 
These suppliers can access the online inventory status in each store and supply needed products 
promptly. 
 
1.3.2 BUSINESS TO CONSUMER (B2C) 
 
Business-to-Consumer (B2C) e-commerce is the most commonly discussed type of e-
commerce, and it is also known as e-retailing. B2c normally involves customers gathering 
information, purchasing products or services (Hardcastle, 2011).  This type of e-commerce 
takes place between companies and consumers in which the businesses sell directly to the 
consumer (Chan et al., 2001). However, this type of e-commerce is not restricted to the 
businesses as the manufacturer might sell to the retailer or directly to the consumer. Like B2B, 
B2C e-commerce has various architecture models which are:   
• Portals: which offers powerful web searching tools like search engines. 
• Storefront: An online version of the retail store now often called a webroom as opposed 
to having a showroom 
• Market creator: The usage of internet technologies to create the market that brings 
buyers and sellers together like such as online auctions 
• Content providers: which offers detailed product information on the web such as 
newspapers. 
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• Community provider: which are sites where individuals with similar interests come 
together and interact. 
B2C e-commerce has had helped customers to benefits from the instant communication 
between business and customer, providing global access for business and customers. It offers 
customisation or individualisation for the products and can eliminate the intermediation 
between business and customers. Finally, it creates a collaborative environment using the 
technology employed. Tesco.co.uk is an example of this kind of company which use a website 
to reach their customers and also provides shipping services. 
 
1.3.3 CONSUMER TO CONSUMER (C2C) 
 
Consumer-to-Consumer (C2C) e-commerce enables consumers to sell directly to other 
consumers using the internet and web technologies. Consumers can sell a wide variety of 
products and services on the web using a third party. A common example is eBay the most 
popular C2C type of e-commerce intermediary in the western world. This site is an 
intermediary, which allows consumers to advertise and sell their products to another consumer. 
It also matches consumers and buyers and generates revenue from their transactions. C2C e-
commerce common models are free online classifieds, auctions, forums, individual pages for 
start-up entrepreneurs.  
 
1.3.4 CONSUMER TO BUSINESS (C2B) 
 
Consumer to Business (C2B) e-commerce involves consumers selling to businesses. 
Consumers offer certain prices for specific products or services. It also allows businesses to 
extract value from consumers, where consumers specified their requirements with a specific 
budget and based on their needs companies review the consumer offer and often bid on it. The 
requirements could involve the customisation of an existing product or the creation of a new 
one (Chan et al., 2001). C2B business models include crowdsourcing, co-creation and paid 
reviews or blog posts which are aimed at customers’ participation in business promotion 
Priceline.com is an example of C2B e-commerce. 
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1.3.5 BUSINESS TO GOVERNMENT (B2G) 
 
Business to Government (B2G) e-commerce is a derivative of B2B marketing and often 
referred to as public sector marketing which encompasses marketing of products and services 
to various government levels including federal, state and local. A typical B2G e-commerce 
website offers an efficient system for business information exchange as well as facilitating of 
business transactions over the internet. Moreover, it can provide electronic procurement 
services that improve efficiency for the various government procurement projects. 
 
1.3.6 SOCIAL E-COMMERCE 
 
The expansion of social networking sites, such as LinkedIn, Facebook, Google+, and Twitter, 
has opened opportunities for new business models for e-commerce, often referred to as social 
e-commerce. Social e-commerce involves using Web 2.0 social media technologies and 
infrastructure to support online interactions and user contributions to assist in the acquisition 
of products and services (Baghdadi, 2013). Social media as a new type of e-commerce is 
redefining the path to purchase where customers receive online offers through their 
connections’ recommendations. In the Arab region, there are nearly 135 million users on the 
internet, with 71 million using social media (Khraim, 2016). However, at the beginning of this 
PhD, few were using any form of e-commerce.  
 
1.4 THE RELATIONSHIP BETWEEN E-COMMERCE AND E-BUSINESS 
 
The use of the term electronic in Electronic commerce or Electronic business is associated with 
the transactions that use the Internet entirely or partially. Electronic business or e-business 
refers to the entire Internet integration of an enterprise and technology to conduct business 
(Cassidy, 2002; Chaffey, 2011). Furthermore, IBM Corporation defined e-business as the 
transformation of key business processes through the use of internet technologies (IBM, 2002). 
Although E-commerce and E-business are closely related, many scholars had viewpoints of the 
relationship between e-business and e-commerce. Some scholars claimed that there is no 
difference between e-business and e-commerce (Schneider, 2007). Others argued that there is 
a relatively small overlap between e-commerce and e-business (Laudon and Traver, 2009). 
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Finally, due to the nature of e-business as it covers a broad range of activities beyond buying 
and selling, some scholars considered e-commerce to be a subset of e-business (Chaffey, 2011). 
Figure 1.1 presents the three different views of the relationship between e-commerce and e-
business. 
 
 
Figure 1.1 Three Views of the Relationship between E-Commerce and E-Business (Source: Chaffey, 2011).  
 
In fact, the major development in technology and the complexity of businesses had changed 
the businesses and customers communication and relation. E-business and e-commerce are 
interlinked. Their degree of flexibility has given e-commerce and e-business to push their 
boundaries to expand or conduct any type of transactions without restrictions. Therefore, what 
is important within any given context is to understand the nature of e-commerce and e-business. 
 
1.5 E-COMMERCE VS TRADITIONAL COMMERCE 
 
Traditional commerce refers to the practice of selling products and services within a single 
industry and in some cases, within a specific geographical area. E-commerce and traditional 
commerce are similar. However, the difference between the two types is the location where the 
transactions take place. In the traditional commerce, all the activities are physical in nature, 
and all business transactions are performed face to face. Whereas in e-commerce all the 
transactions are conducted online using the internet. Moreover, traditional commerce is based 
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on specific rules including human capital, specific working hours, no sharing of information 
with other competitors, and it depends on the frequency of new and existing customers to 
ensure long time sustainability. On the other hand, e-commerce had broken through these 
conventional rules and adopt the information technology.  E-commerce has minimised the 
overhead costs, eliminated the middleman, added the speed to the transactions, and give the 
control to the customers for customisations. 
 
1.6 E-COMMERCE STAKEHOLDERS 
 
Stakeholders play a key role in e-commerce development and success. E-commerce has 
enormous potential to succeed in any county if each stakeholder shares the responsibility to 
enable e-commerce. Financial agencies such as banks and payment gateways are responsible 
for providing various payment systems that enable customers to pay online. Although delivery 
agencies are also an important player to facilitate convenient delivery of products and services 
that bought online. In addition, the government has a crucial role in ensuring the success and 
development of e-commerce. It has the potential to make a positive contribution to e-commerce 
development or more negatively to place barriers in the way (Blakeley and Matsuura, 2001).  
Government is responsible for setting the laws that regulate the use of e-commerce. Its role 
also essential to increase e-commerce awareness among businesses and customers to adopt e-
commerce. Therefore, facilitating e-commerce require joint collaboration between 
stakeholders to create a suitable shopping environment to its success. 
 
1.6 RESEARCH AIM  
 
This research aims to contribute to knowledge by providing a multi-levels framework through 
the deployment of e-commerce processes, levels of awareness, and, stakeholders’ involvement 
which will contribute to the success of e-commerce adoption. Therefore, the researcher needs 
to collect data from various sources including the previous literature. Also, to gather data from 
participants and stakeholders to capture their views, behaviour, attitudes, usage, and the 
involvement of e-commerce.  
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1.7 RESEARCH QUESTION AND OBJECTIVES 
 
This study aims to determine an answer to the following research question: Despite the 
Jordanian participation in Internet activities, why Jordanian do not shop online? 
Jordan in recent years have shown that Jordanian customers are engaged in internet activities 
to a certain extent, especially in new forms of social media commerce, but despite the 
proportional utilisation and participation, e-commerce implementation is still low. Most of the 
existing research that has been conducted in Jordan confirms that lack of awareness is the main 
reason for the slow uptake of e-commerce. However, those studies did not explore the issue in 
depth. Therefore, investigating the lack of awareness might help to understand why Jordanian 
business and customers alike hesitante to participate in e-commerce. In addition, E-commerce 
success depends on a collective collaboration between customers, government, and 
stakeholders. Each has a set of responsibilities that contribute to e-commerce development and 
adoption. Therefore, there is a need to identify the role of e-commerce providers, i.e. Payment, 
delivery agencies, government, and legislation to facilitate and promote e-commerce 
effectively in Jordan.   
In order to answer this research question and achieve the aim of this research, the following 
objectives need to be clearly addressed: 
1. To understand the current state of e-commerce in Jordan. 
2.  To identify the main challenges and barriers to e-commerce in Jordan. 
3. To understand how Jordanian customers perceive awareness. 
4. To identify the level of e-commerce awareness in Jordan. 
5. To investigate the role of government and stakeholders in e-commerce in Jordan. 
6. To develop a framework which will contribute to the success of e-commerce adoption 
in Jordan. 
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1.8 RESEARCH MOTIVATION 
 
The motivations of this research are: 
1. Many researchers stated that lack of awareness is a challenge and the main barrier to 
the successful implementation of e-commerce (Molla and Licker, 2005 a; Al-Somali et 
al., 2009; Kapurubandara,2009; Abbad et al., 2011; Al-Debei and Al-Lozi, 2012; Hajli 
et al., 2012; Al Ziadat et al., 2013; Al Bakri,2013; Agwu and Murray, 2014; Makki and 
Chang, 2014). In particular, recent studies of e-commerce revealed that awareness is 
still the main concern for businesses and customers, and there is a need to explore the 
nature of this challenge and how it is perceived from customers, businesses, and 
government perspective with respect of the use of e-commerce. 
 
2. In the literature, and from the IS perspective, awareness has always been perceived 
holistically in the e-commerce context. Consequently, the vast majority of research 
conducted in this domain considered the lack of knowledge and perceived benefits of 
e-commerce as lack of awareness. However, limited research has explored e-commerce 
awareness role in e-commerce adoption or its effect on e-commerce trust and security 
(Najafi, 2012). Therefore, investigating e-commerce awareness as a single phenomenon 
is important to find potential solutions that raise e-commerce awareness towards 
successful e-commerce adoption. Moreover, there is a lack of research that explores the 
nature of interrelationships between awareness and e-commerce processes and their 
relative impact on the effectiveness of e-commerce adoption. This research fills this 
gap by identifying the relationship between awareness and e-commerce processes from 
the customers and stakeholders’ perspectives. 
 
3. Most of the existing research that has been conducted in Jordan confirms that lack of 
awareness is the main reason for the slow uptake of e-commerce (Halaweh and Fidler, 
2008 ; Al Nagi and Hamdan , 2009;  Al-Jaghoub et al., 2010;  Alkhaleefah et al., 2010; 
Almarabeh and AbuAli, 2010; Al-Shboul and Alsmadi, 2010 b; Shannak, 2013; Al 
Bakri, 2013; Al Ziadat et al., 2013;  Shkoukani et al., 2013; Al-dalahmeh et al., 2014; 
Al-Bakri and Katsioloudes,2015). However, those studies did not explore the issue in 
depth. 
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4. Lack of awareness makes Jordanian both business and customers alike hesitant to 
participate in e-commerce, this has limited the growth of e-commerce. Therefore, 
awareness in e-commerce is a vital area of research both globally and specifically in 
Jordan. Moreover, this research will be a novel and foremost research in Jordan to focus 
on e-commerce awareness from customers and business perspectives; a field in which 
there is a current lack of empirical studies. 
 
1.9 RESEARCH IMPORTANCE 
 
There is a wide range of business in Jordan and the challenge for any researcher to develop a 
hyperdynamic framework that can fit all those businesses whether they are conventional 
businesses, partially digitised or fully digitised businesses. Therefore, trying to achieve this 
with one single framework to identify what awareness is and how awareness should be tackled 
throughout the user journey in e-commerce model was a challenge. In addition, this issue has 
not been covered in previous literature to this moment. There is a new economy emerging in 
Jordan; the economy is contributed by refugees, International non-governmental organisations 
(NGOs), government, Information and Communications Technology (ICTS) developments all 
coming together and forming a newly emerging economic model. Therefore, this is what makes 
Jordan as an interesting and different case to study.  
 
1.10 THESIS STRUCTURE 
 
This thesis is divided into eight chapters. This chapter covers e-commerce definitions, types, 
and terminologies. It also has set out the scope and motivation of this research, referring to 
some significant gaps which have been found in the literature, highlighting some facts 
concerning e-commerce awareness and presenting the research aim and question which have 
led to the formulation of the specific objectives. 
Chapter Two reviews the body of research literature; it highlights e-commerce readiness in 
Jordan. This chapter also introduces the barriers and enablers to e-commerce adoption by 
providing a range of examples from previous research conducted around the world.  Finally, it 
provides a background literature on e-commerce awareness. 
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Chapter Three provides a background to Jordan in terms of its location, demographic profile, 
economy, ICT development and e-commerce adoption. Moreover, it provides an understanding 
of what is the current state of e-commerce in Jordan including barriers and opportunities. 
Finally, this chapter highlights why Jordan was selected as a case in this research. 
Chapter Four focuses on the research methodology. It reviews the research paradigms in the 
information systems field in general and in the e-commerce domain in particular. It provides 
an overview of different research methods that are used in IS research. This chapter also 
presents the research design and justifies adopting the research approach, methodology, and 
the appropriate data collection methods. 
Chapter Five presents the data analysis findings. It is divided into three phases. The first phase 
discusses how the research gap was identified and directed the research to investigate the 
e-commerce awareness in the second phase. Finally, the third phase of the finding investigated 
the role of stakeholders in facilitating e-commerce in Jordan.  
Chapter Six introduces of the development of e-commerce awareness framework. It also 
presents how the framework was evaluated. 
Chapter Seven discusses the implication of some of the Information System theories of this 
research.  
Chapter Eight concludes the thesis and reflects the findings of this research against the research 
question and objectives. It also discusses the limitations of the research and gives a set of 
recommendations and directions for future research.  Figure 1.2 illustrates the thesis structure. 
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Figure 1.2 Thesis Structure 
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2.1 INTRODUCTION 
 
This chapter will present the background of e-commerce including definitions and categories 
of e-commerce. Furthermore, this chapter will discuss the barriers and drivers of e-commerce 
across the world provided by previous studies. Finally, the chapter will shed light into the study 
context e-commerce customers’ awareness. 
 
2.2 RESEARCH Overview 
 
The development and advance of Internet technology have changed people’s lives all over the 
world. It opened the door to online entrepreneurs for more digital contributions. In addition, it 
contributed to simplifying and enhancing business transaction, government service delivery, 
and users experience through facilitating many innovations such as electronic commerce, 
electronic government, electronic learning, and electronic banking.  
Although the importance of e-commerce revolution has introduced a tremendous opportunity 
for both businesses and customers in Jordan, it has not always been adopted as expected and 
has not reached its full potential. E-commerce still requires a sufficient level of 
acknowledgement and understanding. Therefore, lack of e-commerce awareness will result in 
the lack of its adoption. Haque et al., 2009 and Hajli et al., 2012 stated that there is a positive 
relationship between customer awareness and e-commerce adoption, where awareness of the 
benefits of e-commerce can increase the level of e-commerce adoption. 
Awareness in literature is holistically defined as a state of perception or knowledge of an event 
or situation, but when it is applied to e-commerce in this format, it could be problematic. 
E-commerce is viewed as the single process of buying products or services online. However, 
when the e-commerce process is perceived as four interconnected processes collectively 
performed by online users to buy a product or service, such as browsing a catalogue to choose 
a product or service, paying, and deciding delivery options, this permits awareness to be 
accurately divided into various levels. Each level is associated with a process of an e-commerce 
transaction. For the successful adoption of e-commerce, both stakeholders and customers must 
understand and integrate their e-commerce experience. 
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2.3 E-COMMERCE READINESS IN JORDAN 
 
The business sector has been profoundly revolutionised by the global spread of ICT particularly 
the internet, and their popularisation and widespread use since the late 1990s. In Jordan, only 
large multinational corporations could afford to invest in hardware, software and skilled 
personnel to achieve efficiencies from investment in IT. However, the increasing affordability 
of personal and industrial computer systems has driven the adoption of IT and e-commerce in 
society at large, with organised e-commerce systems being essential to SMEs and even small 
companies in the modern market (Al Masarweh, 2016). Lippert and Govindarajulu (2015), 
stated that successful adoption of e-commerce by any organisation is based on two main 
factors: technology characteristics and customer understanding of the system. Nevertheless, 
adoption decisions within an organisation are conditioned by multiple complex and often 
interconnected wider stakeholders in the surrounding environment, including customers, 
suppliers, partners, competitors and governmental regulations.  
A few studies have focused on e-commerce adoption in Jordan. Researchers such as (Al 
lahawiah et al, 2010; Abbad et al., 2011; Al-Rawashdeh, 2011; Alamro and Tarawneh, 2011; 
Al-Hyari et al., 2012; Al-Hyari et al., 2012; Al-Bakri and Katsioloudes, 2015; Al Masarweh, 
2016), found that Jordanian community is not germane to e-commerce adoption, and cultural 
beliefs and practices constitute a significant impediment to this major change in the local 
business market. This was the main reason why few organisations have adopted e-commerce 
in Jordan. In addition, Al-Zubi (2012) found that SMEs in Jordan are still at lower stages of e-
commerce adoption due to several factors such as a lack of a legal framework and lack of 
awareness amongst decision makers in Jordanian SMEs, where only 5 % of SMEs in Jordan 
have adequately adopted e-commerce (Arab Advisors Group 2012). Consequently, different 
procedures are necessary for different e-commerce technology adoptions, such as websites 
enabling online business transactions, which require a payment platform as well as catalogue 
and ordering systems linked to inventory and ordering functions.  
The number of Internet users in Jordan rose to 6.3 million in the third quarter of 2015 from 6.2 
million in the second quarter, according to figures released by the Telecommunications 
Regulatory Commission -TRC (Ghazal, 2016). In addition, the number of subscribers for 
mobile broadband, which is provided by third and fourth generation technologies, reached 
1.706 million at the end of September compared to 1.682 million at the end of June 2016.  In 
terms of social network usage, Jordan ranked first among online adults’ social network users 
30 | P a g e  
 
in developing countries, with 7.2 out of 8 Million are connected on social media representing 
90% of internet users followed by Indonesia 89%, Philippines and Venezuela 88%, and Turkey 
87% (Poushter,2016). Moreover, in 2016 1.6 million Jordanian customers have used online 
shopping to purchase different kinds of products and services (Algharabat et al., 2017). This 
low rate can also be attributed to cultural issues such as lack of trust in e-commerce, security 
concerns regarding electronic payment methods and unreliable postal infrastructure (Nabot et 
al., 2014). 
E-commerce adoption must, therefore, be taken seriously, with full acceptance of its 
complexity and potentially high investment costs from the outset. Empirical analyses have 
generally explored the process of adoption in terms of sequential stages, from initial awareness 
of the potential innovation to full integration and deployment of e-commerce functions in 
organisational practices (Lituchy and Rail, 2002; George,2002). Furthermore, organisations 
should be aware of the necessity for a dedicated online marketing strategy in addition to the 
traditional marketing methods, to utilise the advantages of e-commerce to reach wider targeted 
audiences (Charlesworth, 2014). 
 
2.4 BARRIERS OF E-COMMERCE 
 
The revolution in e-commerce has introduced many opportunities for conducting business, and 
it presents many prospects for both businesses and customers. Despite the benefits that the 
technology and practice of e-commerce offer, it has not always been adopted as expected and 
has not reached its full potential. Developing countries face specific barriers and factors that 
inhibit the broad acceptance of e-commerce (Aladwani, 2002; AlGhamdi and Drew, 2012). 
Customers hesitate to adopt e-commerce for various reasons. Those reasons are resistance to 
change, lack of knowledge about the potential of e-commerce, lack of trust in the security of 
e-commerce transactions, and psycho-behavioural barriers such as awareness (Zhang, et al., 
2012; Yaseen, et al., 2016 a; Al Nagi and Hamdan,2009; Zaied,2012). 
Some developing countries followed the steps of some developed countries and applied their 
national e-commerce strategies. However, the distinctive gap between developed and 
developing countries in terms of available infrastructure and social and cultural issues means 
we should be wary of generalising the outcomes in developed countries to developing 
countries. Customers in developing countries are faced with barriers that are unique to them 
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(Ganguly et al., 2009) therefore, to understand the low uptake of ICT and e-commerce, it is 
important to look at the settings in which they located.  
Many scholars have paid considerable attention to better understand challenges and drivers to 
e-commerce adoption within the contexts of both developing and developed countries (Ahmad 
et al., 2015; AlGhamdi et al., 2012 b; Lawrence and Tar, 2010; Kshetri, 2007; Kapurubandara 
and Lawson, 2007; Scupola, 2009; Alotaibi and Bach, 2014; Zaied, 2012). Factors affecting e-
commerce diffusion were classified as various aspects of economic structure, technology 
infrastructure, government policy, and culture (Wang and Liu, 2015).  
 
2.4.1 TECHNOLOGICAL BARRIERS 
 
The technological context represents the pool of technologies available for adoption by 
customers and businesses. This context distinguishes between available technologies for 
adoption and the decision to adopt a technology. Previous studies have explored the 
technological aspects independently and jointly. It was found that lack of e-commerce 
infrastructure including delivery and security systems were the most common barriers to e-
commerce development in the developing countries. Similarly, the availability of secure 
payment systems and the accessibility of owning credit and debit cards were a major 
impediment for e-commerce adoption. 
 
2.4.1.1 LACK OF TECHNOLOGICAL INFRASTRUCTURE  
 
E-Commerce relies on the Internet and other technologies, and ICT access is the foundation of 
e-commerce. Developed countries have an increased rate of e-Commerce adoption due to 
sufficient and widening ICT access while the rate is low in developing countries due to barriers 
including lack of ICT access, lack of credit/debit cards and delivery infrastructure. In the USA 
for example, the rapid growth of e-commerce can be attributed to infrastructure already in place 
and the availability of delivery system (Hawk, 2004). However, lack of access to computers, 
high cost of Internet access, and lack of technology and telecommunication infrastructure were 
found to be directly inhibit e-commerce development in many countries such as China 
(Kapurubandara,2009), Serbia (Kalinić et al., 2016), Nigeria (Agwu and Murray, 2014), and 
Saudi Arabia (Alotaibi and Bach, 2014; Makki and Chang, 2014). Moreover, lack of 
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technology and telecommunication infrastructure was found to be the key barrier to the 
adoption of e-commerce in countries with the poor economy (Lawrence, 2013). Therefore, 
having access to the Internet and a computer is a success factor in adopting e-commerce (Vyas 
and Choudrie, 2013). 
 
2.4.1.2 LACK OF PAYMENT SYSTEMS 
  
E-commerce has introduced a new way of making transactions over the internet; therefore, 
payment systems had to cope with this innovation. Payment systems are complex, as they 
involve many players including government (providing legal regulations) and stakeholders 
such as banks and credit agencies. However, providing a safe payment environment will 
positively influence online shopping. Despite the importance of payment systems in the e-
commerce shopping cycle, the adoption of e-commerce in the developing and developed 
countries is hindered due to the availability of secure e payment systems. 
Many studies have investigated e-commerce payment systems of aspects including security, 
availability, and ease of use (Oxley and Yeung, 2001; Molla and Licker, 2005 a; Hawk, 2004; 
Hilbert, 2001; Biederman, 2000; Fraser and Wresch, 2005; Wresch and Fraser, 2006; 
Kapurubandara, 2009; Mercer, 2006; Kenny, 2003). Furthermore, prior literature highlighted 
the lack of payment systems in most of the countries. Although credit and debit cards were 
available in many countries, countries such as Jordan and China are still considered to be cash 
driven (Abu-Shamaa and Abu-Shanab, 2015; Shim and Shin, 2016). Khan et al. (2016) pointed 
out that credit and debit cards are not easily available in the rural areas of the developing 
countries. Therefore, online shopping is hard, and it is a challenge for e-commerce. Although, 
most banks in Jordan issue a debit card for their customers, it has limited use as it does not 
allow online purchases (Yaseen et al., 2016 c). It is, however, requires the account holder to 
have a high and regular credit history to enable his/her online purchase functionality. Also, 
banks in some of the Middle East countries especially Islamic banks do not allow the use of 
credit card as interest is not permitted under the Islamic law. This will affect the volume of 
online transactions in this region. 
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2.4.1.3 LACK OF DELIVERY SERVICES 
 
Delivery service is an essential aspect of e-commerce and online shopping. The need for 
reliable delivery systems become necessary, especially in developing countries where secure 
deliveries can be a problem, as well as consumers may not have sufficient trust that a merchant 
will deliver if they make a payment before delivery. Therefore, lack of the delivery system is 
a major impediment to e-commerce development and customers’ adoption. For e-commerce 
customers, delivery is important, if not vital, service to have their products delivered on time 
and at a reasonable charge (Alotaibi and Bach, 2014). Three major issues facing the delivery 
systems in most countries are lack of an assigned registered home address, getting products 
and services on time, and the cost of delivery services. Many scholars explored lack of delivery 
systems. For example, Hawk (2004), studied the challenges that face e-commerce in three 
regions: Federal Russia, India and Latin America. The study revealed that poor delivery 
systems pose serious problems for e-commerce in the studied regions. Moreover, in Saudi 
Arabia, Alotaibi and Bach (2014) and Alshehri and Drew (2010) studied the barriers to e-
commerce development. They found that most of the streets and homes in Saudi Arabia do not 
have an address associated with them, which makes it difficult for the e-commerce industry to 
serve their customers effectively. Similarly, one of the most critical obstacles to e-commerce 
development in Tanzania was found to be the lack of delivery systems (Rumanyika and 
Mashenene, 2014; Ndyali, 2013; Oreku et al., 2009). In Africa generally, delivery is difficult 
as finding trustworthy delivery staff can be difficult, and any van load of goods could be 
hijacked at any point on its journey.  
 
2.4.2 LEGAL BARRIERS 
 
2.4.2.1 LACK OF REGULATIONS AND GOVERNMENT SUPPORT 
 
Government support plays a major role in e-commerce adoption (Papazafeiropoulou and 
Pouloudi, 2001). The Government has the potential to make a positive contribution to e-
commerce development or more negatively to place barriers in the way (Blakeley and 
Matsuura, 2001). Studies show that some of the e-commerce challenges cannot be addressed 
without the government’s support, e.g. law (Papazafeiropoulou and Pouloudi, 2001; Simpson 
and Docherty, 2004; Scholl et al., 2009; Zaied, 2012; Alrawabdeh, 2014; Halaweh, 2011). Lack 
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of governmental support was a significant barrier to e-commerce adoption in Oman (Khalfan 
and Alshawaf, 2004). Zhu and Thatcher (2010) also show that the lack of an adequate legal 
framework might be a concern for engaging in e-commerce. Lack of legal regulation is cited 
as one of the most serious limitations of e-commerce in Turkey (Kaynak et al., 2005).  
However, the UK has been very active in empowering customers and providing strong 
customer protection through introducing regulations that cover customer issues even before the 
emergence of e-commerce activities. This was cumulative and consistent by the EU directives 
which provided the framework for most of the national customer protection rules. Therefore, 
the UK legislature does not need to address specific rules related to any e-commerce customer 
contract. For example, customer protection against unfair Terms and Conditions (T&Cs) on 
the Internet does not require specific rules, as the existing customer protection rules that apply 
in the traditional context should extend their application to protect customers in the electronic 
environment. 
On the other hand, the customer protection in Jordan did not have much attention by Jordanian 
legislation when participating in any e-commerce activity. The absence of a legal framework 
that covers customer protection in the offline and online environment has hindered the growth 
of e-commerce in Jordan (Alhusban, 2014). 
 
2.4.2.2 LACK OF SECURITY AND PRIVACY 
 
E-commerce security is still a concern for customers and businesses alike. Customers and 
businesses often hesitate to adopt e-commerce to participate in e-commerce transactions. 
Therefore, this has affected the growth of e-commerce. Security of online transactions and 
reliability on the online shops were found to affect confidence in the adoption of e-commerce 
in Malaysia (Wei et al., 2010). According to Pérez-Hernández and Sánchez-Mangas (2011), 
security and privacy were identified among the most important reasons for adopting and using 
ICTs. Likewise, in the study of Alqatan et al. (2016) lack of security is one of the biggest 
obstacles, which stops consumers from adopting mobile commerce. Prasad and Aryasri (2009) 
indicated that in online shopping, security is the most serious issue that influences the success 
or failure of online retailers. Although security was studied fairly in the previous literature, 
most of the studies focused on technical issues of security such as cryptography, and 
unauthorised access. However, Halaweh (2009) argued that studying the technical security will 
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not provide an adequate solution; rather security should be looked at via the managerial, 
organisational and human dimensions. 
In addition, regardless how sophisticated the security controls, cyber criminals are always 
trying to overcome those security controls. They believed that people are the weakest chain in 
the security systems. Therefore, thieves focused on individuals to commit their crimes. 
Phishing is one of the most common attacks on people, which targets people to gather 
confidential and personal information such as username and password (Aburrous et al., 2010; 
Reddy et al., 2011). E-mail is one of the most used communication channels that is used by 
attackers using phishing.  
Many researchers investigated the danger of phishing on people and e-commerce. Victims of 
email phishing may experience negative physiological problems such as isolation and anxiety 
(Ding et al., 2015). Moreover, phishing also has an impact on online business as it causes a 
lack of trust and undoubtedly on online shopping behaviour (Reddy et al., 2011; Baddeley, 
2011; Harrison et al., 2015). Al-Hamar (2010), argued that awareness of email phishing can 
limit the cyber-criminal opportunity to attack people. In addition, Ross et al., (2009) stated that 
businesses and individuals could protect themselves from cybercrime is by education of future 
computing professionals. 
 
2.4.3 COGNITIVE BARRIERS 
 
Cognitive aspects are related to the mental maps of individuals and organisational decision 
makers (Huff, 1990). Previous studies found that businesses in developing countries do not 
adopt ICT due to the lack of awareness and understanding of potential opportunities the 
technology provided (Kshetri, 2007; Molla and Licker, 2005 b; Moodley and Morris, 2004). 
Cognitive barriers in the context of e-commerce refer to characteristics of customers which 
affect their acceptance and adoption to e-commerce. Cognitive barriers include the customer’s 
level of awareness, knowledge, skills, and confidence. Also, cognition represents their values, 
traditions, customs, religion, and beliefs.  
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2.4.3.1 CULTURAL DIFFERENCES 
 
Cultural difference is no less crucial to e-commerce development than the other factors. 
Languages, customs, traditions, level of education, values, and religion are common aspects 
which make customers different from region to region; within countries. Cultural differences 
in some countries are one of the most obstacles to e-commerce development, particularly when 
there are two or more distinct cultures within a country. There is a need to consider the effects 
of culture on the implementation and use of technology (Johns et al., 2003). Resistance to 
change, for example, is a significant cultural factor when it comes to e-commerce adoption in 
developing countries, and more specifically in the Middle East. Goodman and Green (1992) 
found that cultural factors were one of the main explanations for the lack of IT diffusion in the 
Middle East. However, the Goodman and Green study took place a long time ago, before the 
Internet had accelerated globalisation. Various studies have shown that cultural differences are 
one of the main reasons behind the slowness of e-commerce development (Sukkar and Hasan, 
2005; Alqahtani et al., 2012; Zaied, 2012; Pavlou and Chai, 2002; Bin et al., 2003; Kassim and 
Asiah Abdullah, 2010; Altarifi et al., 2015). Furthermore, in the last two decades, there were 
comprehensive studies on cross-cultural behaviour and have been increased interest in the 
influence of culture on consumer behaviour that influenced many social psychologists such as 
(Hofstede et al., 1990; Chan and Wan 2008).   
Moreover, cultural differences are considered an important factor when it comes to online 
shopping possibly more so in developing countries than more sophisticated countries and 
cultures (Sukkar and Hasan, 2005). People are often resistant to change and may not be willing 
to change their traditional ways of shopping to online shopping. Resistance to change has been 
explored well in previous studies (Alqahtani et al., 2012; Ndou, 2004). Customer awareness 
plays a significant role when it comes to introducing potential customers to the benefits of 
online shopping. Therefore, it is important to consider cultural factors when it comes to online 
shopping and e-commerce in general.  
 
2.4.3.2 LACK OF TRUST 
 
Trust is an important model that is closely related to financial transactions. Trust becomes 
necessary when it is related to monetary value and more important when the transaction is 
conducted via a wireless network (Qasim and Abu-Shanab, 2016). It has proved to be a robust 
construct in predicting the intention to use technology and one of the fundamental reasons for 
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consumers’ scepticism in terms of e-commerce (Alqatan et al., 2016). Consequently, lack of e-
commerce trust was and is still one of the most critical aspects facing e-commerce in most 
countries. Trust is crucial because it affects various factors which are essential to e-commerce 
transactions, including security and privacy. According to Gefen (2000) and Najafi (2012), 
trust is a critical factor influencing the successful development of e-commerce. Additionally, 
Al-Debei et al., (2015) highlighted that online shopping in Jordan is determined by trust and 
perceived benefits. Therefore, lack of trust in e-commerce consider being the main reason for 
not doing online shopping, while building trust contributes positively to the success of online 
transactions (Jarvenpaa et al., 1999; Lee and Turban, 2001; Abu-Shamaa and Abu-Shanab, 
2015; Panda and Swar, 2016).  
Furthermore, trust is a major factor affecting the success or failure of online shopping online 
(Pavlou, 2003). It is an expectation that the other party will not behave opportunistically by 
taking advantage of the situation. However, trusting an online store means having confidence 
that the store will offer fair prices, insert the right product information, preserve consumer's 
privacy, and handle credit card and transaction information securely (Gefen et al., 2003; Lim 
et al., 2006). Therefore, lack of consumer trust in e-commerce can create many barriers to e-
commerce, i.e. preventing the transaction (or indeed the adoption of e-commerce itself) at the 
root. Panda and Swar, (2016) pointed out that in India, online shopping is influenced by various 
factors such as trust. Similarly, buying from online stores in Jordan is influenced by trust in 
online stores and trust in internet technology (Abu-Shamaa and Abu-Shanab, 2015).  Research 
on a business-to-consumer project in China also confirmed that increasing trust is positively 
affected online shopping. Through reducing the risk perceptions related to commercial 
transactions, increasing the consumer's familiarity with businesses and consumer's perceived 
benefit (Yang et al., 2015; Ganguly et al., 2010). Finally, the investigation on the effect of 
website characteristics on online trust, Dash and Saji (2008) revealed that trust the website 
influences Indian customer while purchasing online.  The design strategies of different Web 
site emphasise different website characteristics, such as privacy and navigation to build trust. 
Therefore, website characteristics play a significant role in perceiving usefulness and 
developing trust towards online shopping.  
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2.4.3.3 LACK OF AWARENESS 
 
Knowledge and awareness about e-commerce are the first and foremost all aspects of e-
commerce. Awareness of e-commerce refers to a customer’s perception, comprehension, and 
projection of the benefits of e-commerce (Yaseen et al., 2017 a). A low level of ICT diffusion 
limits the level of e-commerce awareness, a factor that was taken for granted in the developed 
countries (Molla and Licker, 2005 a). In other words, lack of awareness of the potential benefits 
of e-commerce technology can hinder its growth. Therefore, it is essential for customers and 
businesses to acknowledge the potential benefits of e-commerce by developing a training 
strategy that actively transfers the benefits of e-commerce through promotional seminars, 
workshops. Scupola (2003), conducted a study to investigate the key factors that influence the 
adoption and implementation of e-commerce in SMEs. He found that among technology 
characteristics lack of technology awareness is a major barrier to take-up of e-commerce in 
SMEs in Italy. Similarly, Khan et al. (2016) claimed that awareness of online shopping is the 
big challenge for e-commerce in the developing countries, in particular for people who are 
living in rural areas. They claimed that people could not be educated by themselves rather they 
need an education program about how to use e-commerce. In fairness, this is a reasonable 
argument, as without the tools and technology people will not even know what it is they cannot 
do. In Brunei Darussalam IT knowledge plays an important role in e-commerce adoption and 
overcoming the lack of knowledge of IT will lead to greater probability of its adoption (Looi, 
2005). Table 2.1 summarises some of the e-commerce adoption barriers from previous and 
current studies. 
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Table 2.1 E-Commerce Adoption Barriers in Previous and Current Studies. 
Inhibiting Factors Source 
Lack of infrastructure Ashrafi and Murtaza, 2008; Vaithianathan, 2010; Lawrence and Tar, 2010; 
Lin et al., 2011; Al-Somali et al., 2011; Al-Weshah and Al-Zubi, 2012; 
Dennis, 2015. 
Lack in payment systems Kapurubandara, 2009; Al-Hyari et al., 2012; Al Bakri, 2013; Agwu and 
Murray, 2014; Makki and Chang, 2014; Jaffar et al., 2016; Kalinić et al. 
2016; Qasim and Abu-Shanab, 2016. 
Lack of postal services Hasan, 2009; Zaied,2012; Alqahtani et al. ,2012; AlGhamdi et al. ,2012 b; 
Al-Hyari et al.,2012; Al-Hudhaif and Alkubeyyer, 2011; Almousa, 2013; 
Ndyali, 2013; Alotaibi and Bach, 2014; Jaffar et al., 2016; Yaseen et al., 
2016 c. 
Lack of Awareness Molla and Licker, 2005 a; Al-Somali et al., 2009; Kapurubandara,2009; 
Abbad et al., 2011; Al-Debei and Al-Lozi, 2012; Hajli et al., 2012; Al 
Ziadat et al., 2013; Al Bakri,2013; Agwu and Murray, 2014; Yaseen et al., 
2016 b; Makki and Chang, 2014; Yaseen et al., 2017 a, Yaseen et al., 2016 
c. 
Lack of Trust Jarvenpaa et al., 1999; Gefen, 2000; Lee and Turban, 2001; Benedicktus 
and Andrews, 2006; Khushman et al., 2009; Wen, 2009; Eid, 2011; Najafi, 
2012; Khalil, 2014; Al-Debei et al., 2015; Abu-Shamaa and Abu-Shanab, 
2015; Al-Majali, 2016; Panda and Swar, 2016; Qasim and Abu-Shanab, 
2016. 
Lack of government support Papazafeiropoulou,2004; Al-Qirim,2006; Scupola,2009; Kurnia et al., 
2010; Vaithianathan,2010; AlGhamdi et al. ,2012 a; AlGhamdi et al. ,2012 
b; Al-Hyari et al.,2012; Yaseen et al., 2015; Yaseen et al., 2016 c. 
Lack of security Wong, 2003; Al Nahian et al., 2009; Kukar-Kinney and Close,2009; Wei 
et al, 2010; Lin et al., 2011; Eid, 2011; Zaied ,2012; Alqahtani et al. ,2012; 
Moshrefjavadi et al., 2012; Alarifi et al., 2012; Iglesias-Pradas et al., 2013; 
Ndyali, 2013; Khalil, 2014. 
Lack of regulations Lawrence and Tar, 2010; Zhu and Thatcher,2010; Lawrence and Tar, 2010; 
Guo and Jaafar, 2011; AlGhamdi et al. ,2012 a; Ghobakhloo et al., 2011; 
Al-Hyari et al.,2012; Alhusban,2014; Jaffar et al., 2016; Yaseen et al., 2016 
c. 
 
 
2.5 ENABLERS OF E-COMMERCE 
 
Despite the hurdles that prevent e-commerce from development, there are also drivers which 
if implemented in the right way will surmount many of those barriers. Some studies show that 
having the technology infrastructure in place is the main driver of e-commerce development 
(Fink and Disterer, 2006). Moreover, government initiative is important for e-commerce 
development and adoption especially in developing countries (Ang et al., 2003; Chan and Al-
Hawamdeh; 2002; King et al., 1994; Molla, 2005; Yaseen et al., 2017 b; Agwu and Murray, 
2014; Yaseen et al., 2016 b; Alotaibi and Bach, 2014). The government can encourage the 
private sector to adopt e-commerce by providing supportive infrastructure, legal and regulatory 
frameworks. In developing countries, the government is usually responsible for technology 
development, and it can influence e-commerce implementation decisions. Therefore, its level 
of support can encourage e-commerce adoption (Molla and Licker, 2005 a). The government 
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can also encourage e-commerce, by placing some of its services and purchasing online, or, in 
fact, making them entirely online. The USA did this with the travel visa called an ESTA, which 
can only be applied for and purchased online. 
Furthermore, e-commerce success is a collectively participatory process, where all 
stakeholders are involved in developing that success and sustaining it. Therefore, providing 
adequate delivery, payment systems, and legitimate protection laws will enhance the 
development of e-commerce, and thus increase the level of trust for potential online customers 
(Yaseen et al., 2016 c). Table 2.2 illustrates an example of previous and current literature of e-
commerce development enablers. 
 
Table 2.2 E-Commerce Development Drivers in Previous and Current Literature 
Enablers Factors Source 
Security online payments  Alqahtani et al., 2012; Alotaibi and Bach, 2014. 
Government support and 
initiative 
Chan and Al-Hawamdeh ;2002; Seyal et al., 2004; Molla and Licker, 2005 
a; Molla ,2005; Scupola,2009; AlGhamdi et al. ,2012 b; Alqahtani et al. 
,2012; Al Ziadat et al., 2013; Rawat, et al., 2013; Agwu and Murray, 2014; 
Alotaibi and Bach, 2014; Yaseen et al., 2016 b. 
Developing IT Infrastructure Fink and Disterer,2006; Kenneth et al.,2012; Alqahtani et al. ,2012; 
AlGhamdi et al. ,2012 b. Abu-Shamaa and Abu-Shanab, 2015; 
Providing Awareness Rogers,1995; Papazafeiropoulou,2004; Najafi, 2012; Al Ziadat et al., 
2013; Yaseen et al., 2017 b. 
Availability of delivery systems Alqahtani et al. ,2012; Alotaibi and Bach, 2014; Yaseen et al., 2017 b. 
Increase Trust Jarvenpaa et al., 1999; Lee and Turban, 2001; Perea et al., 2004; 
McCloskey, 2006; Najafi, 2012; Abu-Shamaa and Abu-Shanab, 2015; 
Panda and Swar, 2016; Ziemba, 2016; Qasim and Abu-Shanab, 2016. 
Customers protection laws Alotaibi and Bach, 2014; Alhusban,2014; Yaseen et al., 2017 b. 
 
 
2.6 E-COMMERCE AWARENESS 
 
Awareness is the state or ability to perceive, to feel, or to be conscious of events, objects, or 
sensory patterns (Najafi, 2012). In this level of consciousness, sense data can be confirmed by 
an observer without necessarily implying understanding. It is the state or quality of being 
knowledgeable about something (Najafi, 2012). Awareness represents the perception of e-
commerce elements in the environment. It also represents a comprehension of their meaning 
through an understanding of e-commerce technology, business models, requirements, benefits 
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and threats and projection of the future trends of e-commerce and its impact (Molla and Licker 
2005b). 
Awareness is contextual, and it is a complex notion. It is multi-faceted nature can influence 
many aspects of e-commerce. However, it has always been perceived and defined in a holistic 
sense, and yet projected on certain domains, mainly but not restricted to, marketing, such as 
brand awareness and core business functions. The customers’ awareness is one of the critical 
factors related to the success of e-commerce. Therefore, an increasing emergence of awareness 
is one of the key performance indicators (KPI) of e-commerce. In most developing countries, 
sociocultural characteristics associated with e-commerce pose a challenge and are considered 
as a major barrier to e-commerce development. Lack of e-commerce awareness is the most 
critical cultural barrier which prevents customers to engage in e-commerce. According to Molla 
and Licker, (2005 a), e-commerce awareness is a factor taken for granted in developed 
countries. This means that if a company decides to market something online, they know there 
will be people to see the campaign. In developing countries, this is not the case as e-campaigns 
have to be carefully considered. Awareness about all aspects of e-commerce is important to 
ensure the success of e-commerce adoption. Lack of e-commerce awareness among customers 
was found in most of the Middle Eastern countries such as Saudi Arabia, Jordan (Al-Hudhaif 
and Alkubeyyer, 2011; Al-Somali et al., 2009; Sait et al., 2004; Al Nagi and Hamdan,2009; 
Zeglat and Alzawahreh, 2012; Yaseen, et al., 2016 b) and other developing countries like India 
and China (Tarafdar and Vaidya, 2006; Vaithianathan, 2010; Ghobakhloo et al., 2011; 
Lawrence and Tar, 2010). It is interesting to note that these research dates vary from 2004 to 
2016, but that e-commerce awareness is still an issue that has not been solved. 
Rogers (1995), argued that awareness of an innovation and its benefits is a critical initial stage 
that may affect the decision to adopt or reject the innovation. Once a customer has become 
aware of the potential of e-commerce and has made an initial adoption decision to shop online, 
his/her continuation to adapt beyond the entry-level is more likely. Therefore, the first and 
foremost phase of the e-commerce adoption process is awareness. According to Pavlou and 
Fygenson (2006), customers must first obtain information about a product before purchasing. 
Therefore, gaining knowledge and understanding e-commerce is vital for customers’ 
participation and a prerequisite for e-commerce engagement and adoption. Moreover, 
customers prefer to have information and knowledge about the products or services before 
shopping online (Laudon et al., 2009; Al-Majali, 2016). They need to compare product 
specifications and prices from different sites. However, if customers do not have enough 
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information, this may lead to them avoiding buying online and continuing to buy from the 
traditional stores (Dickson, 2000). Choudhury et al., (2001) argued that customers do not make 
a decision, rather they consider two distinct stages: getting product information and then 
purchasing the product. Therefore, if an adequate level of awareness is obtained, then rejection 
and discontinuance are unlikely to result. Customers’ participation in e-commerce presents 
their involvement in exploring different aspects of e-commerce including decision making and 
evaluation. 
Moreover, when a customer engages in an e-commerce activity the value of e-commerce will 
be acknowledged. Thus, based on her/his experience, decisions will be taken about more 
engagement. The purchasing decision-making process is defined as different situations faced 
by the buyer when carrying out the process of buying products or services that meet her or his 
desires. The process that consists of five phases including discrimination of problem searching 
for information, evaluating alternatives, purchasing and the evaluation phase after the purchase 
(Hawkins et al., 1995). Similarly, Kotler, (2009) described the customer buying process as 
gathering information and decision-making activity divided into several consequent steps: 
Problem identification, Information search, Alternatives evaluation, Purchasing decision, Post-
purchase behaviour. Nevertheless, this process goes through several phases, and it can be 
divided into three main phases (Altarifi et al., 2015; Sirakaya and Woodside, 2005; Roozmand 
et al., 2011). Pre-purchase phase: at this stage the customer seeks to gather the required 
information about the online shopping.  
The purchase phase comes next, at which the customer completes the purchase decision-
making process based on the information gained and his/her participation in purchasing certain 
products or services. Finally, the post-purchase phase presents the customer engagement in e-
commerce and it starts directly after the purchase, at which time, the consumer experiences that 
the product or service satisfies his/her need and is willing to repeat the purchase (Butler and 
Peppard,1998; Darley et al.,  2010; Mihart, 2012).Therefore, Perea states that if customers are 
initially exposed to pleasing and arousing stimuli during their Internet shopping experience, 
they are then more likely to engage in subsequent Internet shopping behaviour. Therefore, they 
will browse more, engage in more unplanned purchasing, and seek out more stimulating 
products and categories (Perea et al., 2004). However since 2004, people have come to expect 
online shopping to be quick and efficient, and many, if not most customers do not want to be 
plagued by extraneous stimuli. 
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Customer awareness is one factor that has a major impact on e-commerce adoption. According 
to Hajli et al. (2012), there is a positive relationship between customer awareness and e-
commerce adoption. Mehrtens et al. (2001) showed that awareness of the benefits of e-
commerce could increase the level of e-commerce adoption. In fact, as customer awareness of 
e-commerce develops, businesses should simultaneously develop customers’ awareness, or 
they will risk losing their hard-fought for customers. 
Given the widespread adoption of personal computing and internet use in developing countries 
since the 2000s. It can be assumed that internet users are ubiquitously aware of the phenomenon 
of e-commerce as a concept, but this does not mean that they believe it is something that will 
affect them. Lack of e-commerce adoption is found in India, South Africa, and Sri Lanka, 
despite the adoption of the internet, but this is not necessarily due to lack of awareness, but 
lack of reliable delivery infrastructure. Lack of awareness of the benefits of e-commerce has 
been found to be rife in the developing world (Hajli et al., 2012) and in most Middle Eastern 
countries (Al rawabdeh et al., 2012; Al Nagi and Hamdan, 2009; AlGhamdi and Drew, 2012). 
In their study of e-commerce in Egypt, Rashid and Alsahouly (2012) found that lack of 
awareness is one of the main obstacles to e-commerce adoption. However, this could also be 
from the effects of the Arab Spring uprisings. The Egyptian government blocked most of the 
social media sites to prevent any protest actions. It also requested all the main 
telecommunications providers to block Internet access. As a result, 93 percent of Egypt’s 
Internet addresses and networks were shut down. Therefore, this has affected the development 
and adoption of e-commerce (Stepanova, 2011). Previous research also highlights that Jordan 
suffers from a lack of e-commerce awareness (Al Bakri, 2013; Shkoukani et al., 2013). Yet, e-
commerce often needs to be supported by reliable payment systems and delivery services, 
which in the case of South Africa, unreliable deliveries and long postal strikes, provide their 
own barrier to e-commerce adoption. 
Furthermore, lack of awareness can be a limited understanding of the technical and legal 
settings for minimising the risk to which consumers are exposed while purchasing online 
(Najafi, 2012). E-commerce awareness produces higher e-commerce utilisation, as customers’ 
anxiety decreases (Al-dalahmeh et al., 2014). This is because awareness of laws that protect 
customers’ rights increases trust, and therefore increases e-commerce adoption (Najafi, 2012). 
Customer awareness also has a positive impact on the intention to adopt internet banking (Al-
Majali and Mat, 2011; Safeena et al., 2010). Barclays UK run advertisements that say that if 
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customers receive tablets, phones and computers for Christmas, they can bring them into 
Barclays for help in how to use them. This means that Barclay’s staff can show people the 
banking apps, and how to use them, which will ultimately result in more of their customers 
using online banking and reducing Barclay’s costs. This is an example of a campaign that 
should increase e-banking in the UK. 
 In Jordan, Halaweh and Fidler (2008) pointed out that government increases the awareness 
and participation in e-commerce. However, the Jordanian government does not actively 
promote any awareness of the advantages or disadvantages of e-commerce (Shkoukani et al., 
2013). Shkoukani et al. (2013) highlighted that the main reason that the government does not 
promote such awareness is that of lack of awareness channels such as leaflets, brochures and 
training programs. As a developing country, there may not be enough funds to support 
advertising promotion, and perhaps there are few perceived benefits. Alkhaleefah et al. (2010) 
suggested building awareness and trust through training programs, and the Barclays promotion 
above fits into this idea. Al-dalahmeh et al. (2014) highlighted that the media, newspapers, TV 
and radio could be used as a tool to broadcast additional knowledge and awareness regarding 
e-commerce in developing countries. Promotion is another method used to create customers’ 
awareness towards the online services (AL Ziadat et al., 2013). Promotions can be done through 
social media due to its popularity in developing countries particularly Arab countries, including 
Jordan (Wang and Li, 2014).  Despite the fact that social media is used widely in some 
developing countries, there remains a lack of e-commerce adoption. This is a strange aspect, 
as it might be expected that those using social media would also be inclined towards using e-
commerce. 
2.7 CHAPTER SUMMARY 
 
E-commerce plays a vital role in every nations’ economy, and it presents many opportunities 
for both businesses and customers. However, the gap between developed and developing 
countries in terms of available infrastructure and social and cultural issues means we should be 
wary of generalising the outcomes in developed countries to developing countries. Developing 
countries face specific barriers and factors that inhibit the broad acceptance of e-commerce. 
This chapter has looked at various definitions of e-commerce and e-commerce types. It also 
presented previous studies on the barriers and enablers of e-commerce. Finally, this chapter 
introduced e-commerce awareness and discussed how customers’ awareness was perceived in 
the previous literature. 
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3.1 INTRODUCTION 
 
This chapter attempts to provide a background to Jordan in terms of its location, demographic 
profile, and characteristics. Moreover, this chapter discusses issues related to the ICT 
development and e-commerce development including infrastructure readiness, awareness and 
barriers to e-commerce adoption. This will allow an understanding of variation across the 
world. Finally, this chapter elaborates the reasons behind studying the Jordanian context and 
why Jordan is different. 
 
3.2 ABOUT JORDAN 
 
The Hashemite Kingdom of Jordan, known as Jordan, is a sovereign Arab state, with a 
constitutional monarchy system.  Jordan is relatively a small country in the Middle East. The 
official language is Arabic, while English is widely spoken as a second language and the 
common religion is Islam. Jordan’s population in 2015 reached nearly 9.5 million, which is an 
increase of 3.5 percent compared to the population in 2014. There were 1.977.534 households 
in Jordan in 2015, with an average of 4.8 persons per household, (Department of Statistics, 
2015). Saudi Arabia borders Jordan to the south and east, Iraq to the north-east, Syria to the 
north, and Israel and Palestine to the west. There are twelve governances in Jordan including 
the capital Amman (See figure 3.1 Jordan Map).  
 
 
Figure 3.1 Map of Jordan (Jordan Map, 2017) 
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Jordan gained its independence in 1946 from Britain, following the United Nations approval 
of the end of the British Mandate. The current monarch Abdullah II is the chief of state who 
holds wide executive and legislative powers and appoints the executive branch of government 
consisting of the Prime Minister, the Cabinet of Jordan, and regional governors. (BBC, 2016). 
The Parliament of Jordan consists of two chambers: The House of Representatives and the 
Senate. The 150 members of the House are democratically elected from 12 constituencies, but 
75 members of the Senate are all directly appointed by the King. The new King succeeded his 
father Hussein following the latter's death in February 1999.  During the first year in power, he 
refocused the government's agenda on economic reform, liberalisation, and modernisation of 
the law. As an outstanding example of trade liberalisation, Jordan joined the World Trade 
Organisation (WTO) and signed a free trade agreement with the USA and a partnership 
agreement with the EU. This has lowered trade barriers from and to Jordan significantly (Busse 
and Gröning, 2012). 
The level of ICT in the Middle East region has been on the increase in recent years. Most 
countries in the region have reported significant increases in the number of people who use the 
internet and other ICT facilities in their day-to-day activities such as shopping, banking and 
communication. Jordan reached 5,941,174 Internet users on Jun 2016, with 72.7% penetration 
as this number has increased four times compared to the Internet users in 2010 (Internet World 
Stats, 2016). The Global Information Technology report 2015 ranked the ICT readiness in each 
country. In this report, Jordan has been ranked 52nd out of 143 countries on the Network 
Readiness Index (Dutta et al., 2015). This has certainly reflected on e-commerce development 
as the urge to facilitate online business environment is one of the country’s top priorities.  
 
3.3 E-COMMERCE IN JORDAN 
 
With the majority of Jordanian people who not willing to use the modern ICT in their 
transactions and banking, e-commerce adoption is still low. Jordan’s institutions and 
government are well placed to adopt e-commerce, but it seems barriers have been a major 
hindrance to its adoption. Businesses, academics, and public servants do not trust electronic 
transactions and have held on to traditional transaction methods such as cash and cheques. In 
2011, about 24 % of Jordanian shoppers used the Internet to purchase products and services, a 
low rate that can also be attributed to cultural issues such as lack of trust in e-commerce, 
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security concerns regarding electronic payment methods and unreliable postal infrastructure 
(Nabot et al., 2014).  
In spite of this, Jordan is third behind Bahrain and the United Arab Emirates in terms of e-
commerce readiness in the Middle East region (National E-commerce Strategy, 2013). Abbad 
at al., (2011) conducted a study to clarify the status of e-commerce barriers facing Jordan, and 
their study revealed that there are six challenges affecting e-commerce development; they are 
security and trust, internet enjoyment, language, legal issues, and use of technology. In a 
comparison between customers from Jordan, USA, and India Al Kailani and Kumar (2011) 
investigated the differences in online shopping intention, Jordanians were found to have the 
highest uncertainty avoidance rate, the least readiness to adopt e-shopping, the highest 
perceived risk, and hence the lowest intention to buy online than the other nations in the study. 
Moreover, the Ministry of Information and Telecommunications Technology in Jordan 
developed a national e-commerce strategy 2007- 2013 which sought to overcome the obstacles 
in Jordan’s adoption of e-commerce. The report identified the key obstacles. The Five key 
obstacles identified were 
• Lack of reliable electronic payment system. 
• Lack of laws which support e-commerce processes and protect its online users. 
• Lack of awareness amongst customers and businesses regarding e-commerce. 
• Affordability – high cost of broadband access and PCs. 
• Unfavourable licensing and tax conditions, which deter e-commerce entrepreneurs. 
Although some e-commerce initiatives are managed successfully, e-commerce in Jordan still 
faces various challenges that originate from a combination of internal and external factors. 
Therefore, it is important to understand those factors that affect e-commerce adoption. Prior 
literature has identified factors such as government initiatives and cognitive issues. 
 
3.4 GOVERNMENT INITIATIVES 
 
“It is time to widen the scope of our participation in the knowledge economy from being mere isolated 
islands on the periphery of progress, to becoming an oasis of technology that can offer the prospect of 
economies of scale for those who venture to invest in our young available talent.”  
King Abdullah II 
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Government initiatives are important in the adoption of e-commerce especially in developing 
countries (Ang et al., 2003; Chan and Al-Hawamdeh, 2002; King et al., 1994; Molla, 2005). 
They can encourage the private sector to adopt e-commerce by providing supportive 
infrastructure, legal and regulatory frameworks. In developing countries, the government is 
usually responsible for technology development, and it can influence e-commerce 
implementation decisions. Therefore, its level of support can encourage e-commerce adoption 
(Molla and Licker, 2005 b). However, depending on the government influence and 
commitment to encouraging e-commerce utilisation firms may perceive the level of 
governmental support differently. This might influence their decisions to adopt e-commerce.  
Many studies have explored the level of government support towards e-commerce adoption 
and have found that adopter firms perceived higher government support than non-adopter firms 
(AlGhamdi et al., 2012 a; Al-Qirim, 2006; Chan and Al-Hawamdeh, 2002; Kurnia, 2006; Molla 
and Licker, 2005 b; Nasco et al., 2008; Papazafeiropoulou, 2004; Zaied, 2012). In Italy, 
Scupola (2003) found that the government plays an important role as an external factor 
affecting e-commerce adoption. Furthermore, in another study conducted in Australia and 
Denmark, Scupola (2009) found that the role of government incentives was the greatest for 
Australian business, but this was not the case for the Danish businesses. In Singapore, however, 
the government support level was high enough to lead the country in e-commerce adoption, 
not only in their initiative towards e-commerce infrastructure but also in developing a strategic 
plan to increase the level of awareness among society (Chan and Al-Hawamdeh, 2002).  
On the other hand, lack of governmental support was a significant barrier to e-commerce 
adoption in Oman (Khalfan and Alshawaf, 2004), and Saudi Arabia (AlGhamdi et al., 2012 a). 
Moreover, in the past few years, the Jordanian government has proposed many initiatives to 
provide guidance and support for customers and the private sector with regard to e-commerce 
implementation and adoption (Halaweh and Fidler, 2008). Following the desire of HM King 
Abdullah’s vision for the use of ICT to transform the economy and ensure economic growth in 
Jordan, the Ministry of Information and Communication Technology (MOICT) launched a 
National Strategy for e-commerce in 2007 and 2013. The strategy aimed to promote the 
diffusion and use of e-commerce throughout Jordanian industry and government. 
Consequently, this would increase the efficiency and wealth generation capacity of the 
Jordanian economy. In addition, to develop the technical and commercial abilities of the 
country’s e-commerce sector. The strategy wanted to promote its adoption and make Jordan 
one of the leading countries for e-commerce activities in the Middle East. Since then Jordan 
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has become a leader in the IT sector with the largest number of online start-ups and 
entrepreneurs in the Middle East region. This led to a robust technological infrastructure (Al-
Shboul and Alsmadi, 2010 b; Abu-Shamaa and Abu-Shanab, 2015). 
In the last few years, the Jordanian government has shifted its focus on implementing and 
developing the e-government programme. However, supporting e-commerce is an important 
aspect to ensure its continued development and adoption and the government role is vital in 
this matter. Shitting the Jordanian government its focus on developing e-government has 
resulted in the level of support that is giving to e-commerce developing. This includes raising 
awareness of e-commerce benefits, encouraging businesses to utilise e-commerce to expand 
their market share and the development of e-commerce infrastructure such as delivery and 
payment systems. Consequently, this sudden shift has affected e-commerce activities in Jordan 
whether on the level of e-commerce readiness and adoption among customers and businesses 
or by the in the amount of research conducted in the field e-commerce. In addition, since 2013 
national e-commerce strategy was not implemented and updated. Therefore, the urgency of e-
commerce development in all aspects require more consideration from the government. 
According to Al-Weshah and Al-Zubi (2012), the Jordanian government should plan strategies 
to achieve and raise national awareness of the Internet and e-commerce by increasing 
investment in the ICT infrastructure and filling the gaps. Likewise, research is needed to 
understand the factors that affect e-commerce trend as knowing these factors may lead to 
improve the country’s economy (Al-khaffaf, 2013). 
 
3.5 CURRENT E-COMMERCE STUDIES IN JORDAN 
 
The previous assessment of the state of e-commerce readiness in Jordan has revealed that the 
country scores adequately high in terms of technical preparedness and professional 
preparedness.  However, it lacks the social impetus to match its e-commerce performance with 
its technical infrastructure. According to Al-Qudah and Ahmad (2014), Jordan exhibited 
adequate preparedness for efficient e-commerce technologies. In this sense, the infrastructure 
to facilitate e-commerce, including telecommunication, government, and institutional support, 
the readiness of appropriate organisations and the Jordanian community culture is generally 
good. However, by 2016 the growth of e-commerce is still slow, and the country’s level of 
cultural preparedness may not be good enough for Jordan to reach the e-commerce readiness 
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stage. The level of e-commerce adoption is low with almost 5 % of SMEs in Jordan have 
adequately adopted e-commerce (Arab Advisors Group, 2012).  
 Although many researchers have claimed that e-commerce readiness and infrastructure in 
Jordan is robust, a recent study conducted by Al Masarweh et al., (2016) to investigate 
customers’ e-commerce adoption in Jordan, found that Jordanian society is moving towards 
online shopping at very slow rates of adoption. This is due to barriers including weak 
technological infrastructure. Therefore, e-commerce in Jordan remains an under-developed 
industry. However, this study did not reflect the current trend in Jordan, as if the infrastructure 
is not well developed, hence the e-government projects would not have been a success. Only 
within last two years, the Jordanian government was able to publish more than 90 online 
services including bill payments, customs, and taxation (Ottoum, 2015). 
A large number of studies have explored the factors that influence online shopping in Jordan. 
Cognitive, economic, technological and socio-political variables have been found to affect e-
commerce adoption in the country (Al-Qirim, 2007). Indeed, in the study of examining the 
effect of five hundred passengers' attitudes toward their intention to use online shopping in 
Queen Alia International Airport in Jordan, Al-Majali, (2016), found that customers’ attitudes 
have a positive and significant influence on their intention to use online shopping. Abbad et al. 
(2011) on the other hand, conducted research on the same factors in Jordan, showing that 
Security and trust, experience, enjoyment, language, legal issues and technology issues are the 
limitations of e-commerce in less developed countries. Several researchers tend to use different 
e-commerce models to determine what is influencing online shopping and e-commerce 
adoption. The Technology Acceptance Model (TAM) which was developed by Davis’s (1989), 
is an information system theory model that helps to explain and predict the factors that affect 
intention to use information systems through two main constructs Perceived usefulness and 
Perceived ease-of-use towards users intention and system adoption.  Abu-Shamaa and Abu-
Shanab (2015) used this model and found that trust and all TAM model constructs are 
influencing the Jordanian customers to buy online. Similarly, using TAM model Alalwan et 
al., (2016) found perceived usefulness, perceived ease of use, and perceived risk are the key 
factors influencing Jordanian customers' intention to adopt mobile banking. Adding to the 
above findings, Al Ziadat et al., (2013) in their study on factors affecting students’ attitudes 
towards e-commerce in Jordan, they found trust and awareness were significantly impact 
consumer’s attitude, which could be the main success factors for Jordanian e-commerce 
adoption. However, TAM model was criticised by many researchers who believed that TAM 
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model or its constructs are always the primary determinants of users’ acceptance of technology 
systems (Dash et al., 2011; Clementine and Shava, 2016).    
In terms of e-payment usage, previous literature about Jordan found that Jordanians are not yet 
ready to adopt e-payment systems as customers in Jordan are cash-driven (Abu-Shamaa and 
Abu-Shanab, 2015). Qasim and Abu-Shanab, (2016), found that in order for Jordanian 
customers accept online mobile payment they have to trust the technology as much as it is 
about trusting its service providers. Although the financial system plays a vital role to facilitate 
e-commerce in Jordan, a recent study conducted by Al-Zoubi (2016) in Jordan to determine 
the usage of e-commerce among commercial banks revealed that e-commerce is not yet in place 
in the sector. The study showed that the majority of banks in Jordan do not recognise the 
potential and benefits of implementing e-commerce. Therefore, the study findings indicated 
that banks need more awareness and senior management initiative to set ambitious plans 
towards e-commerce adoption. (Al-Zoubi, 2016). Likewise, AL-Majali and Bashabsheh 
(2016), explored factors that affect customer to adopt e-payment services in Jordan, their study 
revealed that awareness and acknowledging the benefits of e-payment is crucial for customers 
to adopt e-payment services. A similar study was conducted in 2015 by Al-maaitah et al., 
highlighting that security and privacy are the threats on e-payment, and they suggested that the 
Jordanian government should act to enforce laws and legislation to protect e-commerce 
customers (Al-maaitah et al., 2015).  
Moreover, Jordan still suffers from the lack of an adequate and reliable delivery system which 
is an essential element for online shopping. The main delivery agent for postal services is 
Jordan post which operates all over the country. It provides several services to the Jordanian 
customers, such as postal services (e.g. private post boxes, bills payment, P.O. Box rent or 
renew (Jordan Post, 2017). Nevertheless, Jordan Post does not provide home delivery service 
for customers due to the lack of a postcode system which leads to the lack of efficient and 
reliable delivery service system in the country. Therefore, there is a poor delivery service 
quality especially in rural and remote areas, where the express delivery service is supplied by 
international couriers such as ARAMEX, DHL and UPS (Nabot and Garaj, 2014).  
Additionally, Hasan (2016), argued that Arab websites including those in Jordan have a major 
problem in terms of design, most of the websites are misleading, as some information such as 
delivery usually is not displayed. According to Ross (2002), the lack of established 
methodologies which address web design, and the perceived delay in applying conventional 
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systems design for web development, could both be factors leading to poor design. Therefore, 
this will certainly prevent customers from completing their purchase, and it might create a 
block for individual customers resulting in their rejecting e-commerce adoption. As simple as 
that information would be, the website design will be necessary for the e-commerce purchase 
process. This finding was matched with Suki et al., (2002) and Altarifi et al. (2015) findings, 
as their studies pointed that websites which are easily accessed in the purchasing process are 
considered a major motivation for making a purchase decision. It is interesting that the research 
is 13 years apart, but it is still not a normal situation for websites to be easy to use.  
 
3.5.1 SMES IN JORDAN 
 
Small and medium-sized enterprises (SMEs) play an important role in successful national 
economic growth, in developing and developed countries (Trumbach et al., 2006). SMEs 
makes a very significant contribution to the economy by increasing the numbers of people in 
employment. SMEs represent 60% of the total private sector and 37% of total employed in 
Jordan (Al-Rawashdeh, 2011). However, e-commerce adoption by SMEs in Jordan is relatively 
slow where the majority of SMEs are using basic technology such as e-mail to operate their 
business activities (Al lahawiah et al., 2010) 
Previous studies investigated the factors affecting e-commerce adoption by SMEs in Jordan. 
Al-Weshah and Al-Zubi (2012) found that SMEs in Jordan are still at lower stages of e-
commerce adoption due to several factors such as a lack of a legal framework and lack of 
awareness amongst decision makers in Jordanian SMEs. A report conducted by the Arab 
Advisors Group (2012) found almost 5 % of SMEs in Jordan have adequately adopted e-
commerce. Furthermore, Al-Bakri and Katsioloudes (2015) argued that Jordanian SMEs need 
more awareness to be able to adopt e-commerce successfully. Given the lack of interest among 
the SMEs, the government could play a more active role in facilitating e-commerce by training 
staff and increase the number of staff working on e-commerce systems. In addition, creating 
awareness campaigns for businesses and setting ambitious plans to stimulate e-commerce 
systems in SMEs. This will promote e-commerce and encourages businesses to engage and 
adopt e-commerce. (Al-Dmour and Al-Surkhi, 2012).  
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3.5.2 E-GOVERNMENT IN JORDAN 
 
The E-government programme in Jordan is a determined initiative launched by King Abdullah 
II, aims to transform Jordan into a knowledge society (E-Government Programme, 2013). 
Therefore, the ministry of information and communications Technology (MOICT) developed 
a national e-government strategy that aims to improve service delivery, improve 
responsiveness to customer needs, increase transparency, save time and money, and create 
positive spin-off effects. Figure 3.2 illustrates the e-government e-transformation strategy. 
 
Figure 3.2 E-Government E-Transformation Strategy (e-Government Program, 2013) 
 
The e-government strategy focused on promoting G2G services as well as G2B services 
through commencing nine fast-track e-services programs. These include vehicle licensing, 
social security applications, land and survey enquiries, taxation processing, telecom licensing, 
company registration, Amman municipality services, and e-procurement. Little attention was 
paid to G2C services. However, in the last few years, the government of Jordan has witnessed 
a considerable shift in utilising ICT to deliver services. Although there is enthusiasm to adopt 
and implement the e-government strategy, the rate of adoption of e-government services and 
applications is still low at all levels (Abu-Shanab, 2017). According to Al-Husban (2015), the 
success of e-government programs depends heavily on legal frameworks for their operations. 
Moreover, the e-government implementation and adoption in Jordan also suffers from social 
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factors. Alomari et al. (2009) had identified four different social factors: trust in terms of the 
security and privacy and trust in government, attitudes and beliefs, education, and accessibility. 
  
3.5.3 E-LEARNING IN JORDAN 
 
E-learning refers to the use of information and communication technologies (ICT) in different 
processes of education to support and enhance learning in higher education institutions. This 
includes the use of ICT technology as a supplement to traditional classrooms, online learning 
or mixing both modes (OECD, 2005). 
In Jordan, the Ministry of Education has successfully implemented e-learning in most of the 
schools. However, infrastructure often limits student and tutor interactivity (Alomari, 2009). 
Furthermore, E-learning changed the way the Jordanian traditional higher education 
institutions operate, by encouraging them to reconsider their strategies to accommodate the 
new information and communication technologies to enhance the student learning experience 
and improve the effectiveness and efficiency of the educational process. (Almarabeh and 
Mohammad, 2013). 
Due to the rapid increase of ICT and internet penetration, e-learning in Jordan is expected to 
reach a satisfactory level. Nevertheless, Almarabeh and Mohammad (2013), found that e-
learning in higher education institutions in Jordan is still below the international level. 
According to Al-Shboul and Alsmadi (2010 a), several challenges affecting the level of the use 
of e-Learning in higher education institutions in Jordan. Among those challenges, lack of 
institutional incentives for using e-Learning systems tools, e-Learning systems are difficult to 
utilise without the proper training, and adequate institutional support is the most major 
challenges for utilising e-learning. The authors suggested that the public universities must 
enhance the technical proficiency of its faculty and staff and develop a reliable and robust 
technical infrastructure. Therefore, universities in Jordan should develop e-learning 
infrastructure, training, course development, and support practices; which all aim to establish 
an e-learning centre at the university campuses (Al-Shboul and Alsmadi, 2010 a). The 
following table presents the previous e-commerce studies in Jordan. 
 
 
56 | P a g e  
 
 
Table 3.1 Previous E-Commerce Studies in Jordan 
Author(s) Year Domain 
Al-Debei and Shannak 2005 E-commerce adoption in Jordan 
Al‐Qirim 2007 E-commerce in NGO’s 
Elsheikh et al. 2008 Challenges and opportunities of E-government in Jordan 
Alomari et al. 2009 E-government Adoption from a Social Perspectives 
Alomari 2009 Online Learning in Jordan 
Al lahawiah et al 2010 The Internet and SMEs in Jordan 
Al-Shboul and Alsmadi  2010 Challenges of E-learning in Public Universities in Jordan 
Abbad et al. 2011 Limitations of e-commerce in Jordan 
Al Bakri 2011 Benefits and limitations of ICT in Jordan 
Al-Rawashdeh 2011 E-commerce adoption by SMEs 
Alamro and Tarawneh 2011 Factors affecting E-commerce adoption in Jordanian SMEs 
Al-Hyari et al. 2012 Barriers in e-commerce SMES 
Al-Weshah and Al-Zubi 2012 E-Business enablers and barriers in SMEs 
Al-Dmour and Al-Surkhi 2012 Factors Affecting SMEs Adoption 
Zeglat and Alzawahreh 2012 E-commerce Security 
Al Ziadat et al. 2013 Student's Attitudes toward E-Commerce 
Almarabeh and Mohammad 2013 E-learning SWOT Analysis in Jordan 
Nabot et al. 2014 Online shopping attitudes 
Jaradat and Faqih 2014 Mobile payment 
Alhusban 2014 E-commerce Consumer Protection 
Al-khaffaf 2013 Prevalence of e-commerce in Jordan 
Abu-Shamaa and Abu-Shanab 2015 Online shopping in Jordan 
Al-Bakri and Katsioloudes 2015 E-commerce adoption among SMEs 
Altarifi et al 2015 Customers purchase decision 
Al-Husban 2015 E-government Integration 
Hasan 2016 E-commerce website usability 
Al-maaitah et al. 2015 Electronic Payment in Jordan 
Al-Debei et al. 2015 Trust in online shopping 
Qasim and Abu-Shanab 2016 Drivers of mobile payment acceptance 
Alqatan et al. 2016 Trust in mobile commerce 
Al-Sharafi et al. 2016 Trust in Internet Banking 
Al-Shbiel and Ahmad 2016 Internet Banking in Jordan 
Al-Zoubi 2016 Using e-commerce in banking sector 
Al Masarweh et al 2016 Customers e-commerce adoption in Jordan 
Hasan 2016 Design e-commerce websites 
AL-Majali and Bashabsheh 2016 Electronic Payment in Jordan 
Al-Majali 2016 Online shopping behaviour 
Alalwan et al. 2016 Mobile Banking acceptance 
 
 
3.6 WHY JORDAN IS DIFFERENT?  
 
Jordan can be considered a typical developing country, and it provides a suitable case for this 
research.  In spite of its small size, Jordan has the largest number of online start-ups and 
entrepreneurs in the Middle East region (Abu-Shamaa and Abu-Shanab, 2015). It also shows a 
greater readiness for e-commerce compared to many other developing countries. In addition, 
the experience of growth and reform programs in many fields such as health and education 
have made Jordan a successful example among other countries of the region. Jordanian 
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customers are involved in various aspects of technology, for instance, in 2015 the penetration 
rate of smartphones in Jordan was 51 percent compared to 49 percent in France, and 39 percent 
in Japan (Pew Research Centre, 2015). Moreover, Jordanian online users seem to be engaged 
in so-called social media e-commerce, where the main social media applications are used for 
the exchange of products and services (Yaseen et al., 2017 a). For example, Jordanians are 
using social media especially Facebook to exchange information about various products and 
services; some of their activities involve connecting with people, interesting ways of using 
time, watching videos, and a successful agreement to sell or to buy. However, these deals occur 
offline. Therefore, the engagement in social media is limited to gathering information, not 
actual purchasing (Arab Social Media Report, 2015). The number of Jordanian Facebook users 
were 44% of the Jordanian population in 2013, where this number was increased to 70% in 
2017 (Internet World Stats, 2017).  
Furthermore, Jordanian have shifted their source of information from the printed newspapers 
to the news websites. An article was published in the newspaper; The Jordanian times revealed 
that almost half of Jordanian internet users rely on news websites (Luck, 2014). Currently, 
there is 192 news websites are licensed by the Jordanian media commission (Media 
Commission, 2017). Generally, those websites presenting the breaking news in a timely manner 
and providing information to people about events and issues within the country and all over 
the world.  The information could be on a variety of subjects such as politics, art, science, sport, 
and business. Therefore, the news websites provided a window on the daily activities and 
considered a major source in reflecting public issues especially news that is related to the 
government activities and new development in Jordan. Accessibility is one advantage of 
collecting data from news websites, and it can provide contextual up to date or historical 
information. This research had acknowledged the importance of this source and utilised it to 
capture e-commerce activities in Jordan. Chapter 5 discuss the analysis of newspaper in more 
depth. 
The research is also important in that the problem being faced by Jordanian e-commerce 
customers is also a widespread phenomenon which is equally prevalent in neighbouring 
countries in the Middle East. Figures 3.3 and 3.4 indicate that while the number of Internet 
users in the Middle East has increased (Figure 3.3), the number of e-commerce sales has not 
increased proportionately (Figure 3.4).  
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Figure 3.3 Internet Penetration in the Middle East (Statista,2018)  
 
 
Figure 3.4 Annual B2C E-Commerce Sales Growth in the Middle East (Statista.Com) 
 
Jordan is an internally stable state, although resource-poor, and arid country. However, the 
strong leadership and political stability have given Jordan the opportunity and the ability to 
stay competitive in the domain of ICT. Jordan has been peaceful within its borders although 
being in a conflict-prone, Middle East region. The country’s geographical positioning makes it 
an important buffer between these potential conflicting nations. In this respect, Jordan has 
served as a mediator of the Israeli-Palestinian conflict and an avenue for international 
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intervention towards resolving conflict in the region. The country has also served as a host for 
Syrian refugees following the persistent Syrian civil war. This has resulted in the international 
community offering humanitarian help to Jordan to enable the nation to cope with the 
increasing refugee burden. 
The nature of Jordanian sociality and community is quite complex, whereas the majority of the 
population are people migrated from neighbourhood countries such as Palestine, Iraq, and 
Syria. Those migrants were placed in refugee camps as temporary places, but the increased 
number of migrants and rapid expanding of refugee camps have turned those refugee camps to 
camps and later on to cities (Al-Husban, 2015). However, the Jordanian government did not 
think of urban planning during these events. Therefore, this has affected the development of 
public welfare, and the design of the urban environment, including air, water, and the 
infrastructure. Furthermore, this has affected the postal service system, in which there is no 
associated address to the streets and homes of those cities. Consequently, this has influenced 
on the level of e-commerce adoption and implementation in Jordan. 
Regardless of the challenges Jordan is facing, the Syrian refugees have embraced the Jordanian 
culture and contributed to establishing the current Jordanian cultural identity. Nevertheless, 
both Jordanians and Syrians share almost the same religion, and to a degree ethnicity. Both 
groups of people are Arabs and Muslim, but the two cultures and histories are significantly 
different. This difference between two cultures has introduced new business models, where 
new products were introduced to the Jordanian people, new shopping stores were opened, and 
peoples’ shopping behaviour has changed to some extent. Due to the sudden increase in 
population in Jordan, and the high demand for the products and services, business in Jordan 
started to use technology, mainly social media, to facilitate and promote their products and 
services. As a result, Jordanians have become more socially engaged. Therefore, this 
engagement should naturally be reflected in e-commerce conversions. However, this does not 
appear to be the case. Although social media users in Jordan are getting more engaged and 
involved in social media transactions, e-commerce activities have been experiencing 
unexpected stability.  
Despite the distinctive economic features of Jordan, which has been shaped by international 
aids and financial settlement of the Jordanian market. The access to newly produced and 
imported products and services started to take different forms, and it is vitally important to 
investigate how those products and services are accessed, as technology has facilitated that 
60 | P a g e  
 
access, why Jordanian online customers are not fully engaged in the e-commerce process. For 
that reason, Jordan represents a very interesting case to explore why Jordanians are not engaged 
in e-commerce although e-commerce is developed and ready to be adopted. 
 
3.7 CHAPTER SUMMARY  
 
In this chapter, Jordan was chosen as a context of the study. Taking into account the unique 
characteristics and the current status of e-commerce and ICT in Jordan, Jordan represents a 
very interesting case. Therefore, it was chosen as a context of the study. This chapter reviewed 
e-commerce in Jordan including the government initiatives towards e-commerce development. 
Furthermore, it highlighted the current status of e-commerce as well as e-government, e-
learning, and SMEs in Jordan.  
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CHAPTER 4: RESEARCH METHODOLOGY 
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4.1 INTRODUCTION 
 
This chapter provides an explanation of research philosophy, approaches, and methodology 
with the aim of providing a rationale for selecting the certain research methodology. Qualitative 
and Quantitative methods are usually used in the field of Information Systems, although some 
research could use both methods. Yet, choosing the research method depends on the aim and 
the nature of the study conducted. Therefore, this chapter rationalises the selected research 
design and methodology. 
 
4.2 RESEARCH PHILOSOPHY 
 
Social research is “the purposive and rigorous investigation that aims to generate new 
knowledge” (Sarantakos, 2013). It can be interpreted based on the philosophical paradigm 
being implemented throughout the research process.  A paradigm is a way of thinking about 
the world. Guba and Lincoln (1994) defined paradigm as a belief system or worldview that 
guides the researcher and research process based on ontologically, epistemologically, and 
methodological assumptions. It is important to understand the philosophical foundation of 
social science research as it determines the methodology adopted by the researcher to 
investigate any phenomena. The assumptions of philosophical approaches support some 
different research paradigms of social science that relates to ontology and epistemology. 
Ontology refers to understanding the researcher the nature of reality or knowledge. In 
philosophical terms, it refers to the study of our existence and the fundamental nature of reality 
or being (Orlikowski and Baroudi, 1991). Ontological beliefs drive epistemology, it examines 
the relationship between knowledge and the researcher during discovery, and therefore, it is 
concerned with addressing the facts by asking what the acceptable knowledge is. In other 
words, epistemology is the ways in which the researcher is going to gain the knowledge 
(Creswell and Clark, 2007). Chua (1986) classified the research epistemologies into three 
paradigms Positivism, Interpretivism, and Critical. These paradigms are often used in the 
Information Systems field (Klein and Myers, 1999). 
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4.3 RESEARCH PARADIGMS  
 
4.3.1 POSITIVISM 
 
Positivism paradigm was developed by Auguste Comte, the father of this paradigm in the 
nineteenth century (Lather, 2006; Hartas, 2015). Positivism is based on the idea that scientific 
knowledge is the true knowledge of the world. The assumption of this paradigm is associated 
with a quantitative approach such as mathematical and statistical techniques, in which the 
researcher objectively tries to describe the underlying relationships in terms of research 
questions or hypotheses developed from existed theory (Carson et al., 2001). The researcher 
only observes experience or tests certain theories independently without getting involved in 
moral judgements or subjective opinion. (Orlikowski and Baroudi, 1991). Information Systems 
research could be limited from positivist worldview. According to Morgan (1983), the more 
we recognise that information processing is a social practice that impacts on a social world, the 
less appropriate the positivist approach becomes. Similarly, Weick (1984) encourages 
information systems researchers to examine the role of prior assumptions in their theoretical 
and methodological choices. 
 
4.3.2 INTERPRETIVISM  
 
Interpretivism refers to approaches emphasising the meaningful nature of people's participation 
in social and cultural life (Klein and Myers, 1999).  Interpretive researchers attempt to 
understand how and why individuals, through their social interaction and participation in the 
world, give certain construct meaning to that world (Orlikowski and Baroudi, 1991). This 
paradigm uses a qualitative approach with limited respondents on understanding rather than 
explanation the phenomena. Therefore, the research is shaped from bottom-up from individual 
perspectives to broad patterns, and to theory (Straub et al., 2005; Myers, 1997; Creswell and 
Clark, 2007). Interpretive philosophy plays an important role in producing results from the 
collected data, and the researcher plays an important part in making sense of and interpreting 
the collected data. This paradigm is usually used in the Information systems research because 
it focuses on the understanding of society by the individuals who shape this society (Orlikowski 
and Baroudi, 1991; Myers, 1997; Creswell and Clark, 2007; Morgan, 1983). Therefore, it 
understands and interprets the meanings in human behaviour rather than to generalise and 
64 | P a g e  
 
predict causes and effects (Bernard, 2012; Orlikowski and Baroudi, 1991; Walsham, 1995; 
Darke et al., 1998). 
 
4.3.3 Pragmatism  
 
In contrast to the positivism and Interpretivism paradigms which aim to describe and reflect 
the social reality, pragmatism paradigm focuses on the research problem rather than the 
methods used to understand the problem (Creswell and Plano Clark, 2007; Miller, 2006). It 
uses mixed methods research quantitative and qualitative approaches to understand the problem 
under investigation (Morgan, 2014). Therefore, it gives the researcher the flexibility to choose 
the research methods that best meet his/her research purposes (Creswell and Clark, 2007). 
Consequently, applying mixed method approach will allow the researchers use a variety of 
methods to best understand the research problem (Yvonne Feilzer,2010). 
4.4 RESEARCH APPROACH 
 
Philosophers have sorted arguments into two broad categories deductive and induction based 
on the nature of the relationship between premises and conclusion (Goel et al., 1997). The two 
methods of reasoning have been studied by many scholars such as Johnson (1932); Goel et al. 
(1997); Soiferman (2010); Saunders et al. (2009); Trochim and Donnelly (2007); and Cavaye, 
(1996). Nevertheless, there are some disagreements among researchers on what is the best 
method to use when conducting research and gathering data, these two methods are not 
mutually exclusive and often address the same question using different methods. However, it 
is very important to decide which one works best with the research problem (Soiferman, 2010). 
 
4.4.1 DEDUCTIVE APPROACH 
 
Deductive approach is defined as moving from general to the specific (Soiferman, 2010; 
Rothchild, 2006). According to Sekaran and Bougie (2016), the deductive approach comprises 
of stages which all aim to test a theory throughout the process. The deductive approach starts 
by selecting a theory about a certain topic of interest. Then it develops a set of hypotheses 
designed to explain relationships among variables using quantitative methods. Followed by, 
collecting observations so the hypothesis can be tested in the process and ultimately the result 
can confirm and accept or reject the hypothesis (Bryman and Bell, 2015; Lawson, 2005; 
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Trochim and Donnelly, 2007). Therefore, it is commonly described as a top-down approach. 
Moreover, in order for this approach to make a generalisation of the findings, it requires a 
sufficient number of the right elements from the population (Sekaran and Bougie, 2016). Figure 
4.1 illustrates the process of a deductive approach. 
 
  
Figure 4.1 Deductive Approach Process (Trochim and Donnelly, 2007) 
 
 
4.4.2 INDUCTIVE APPROACH 
 
The Inductive approach is the opposite of deductive reasoning, makes generalisations from 
specific observations seeking to develop a theory from empirical evidence (Sekaran and 
Bougie, 2016). Therefore, it is more concerned with theory building. The inductive approach 
starts by collecting data through specific observations and measures. Then analysing the data 
to generate meaning and patterns to understand the nature of the problem using qualitative 
methods. Finally, drawing general conclusions and building the theory (Saunders et al., 2009; 
Trochim and Donnelly, 2007). Hekkala (2007), described the inductive approach process as it 
enables new ideas to emerge by exploring the existing literature to help the researchers identify 
the relevant concepts and theories of their research. It lets the researcher make sense of data 
that is gathered from the fieldwork. This approach is known as a bottom-up approach, and it is 
commonly used in several types of qualitative data analysis, especially grounded theory 
(Urquhart, 2013; Corbin and Strauss, 2015). Figure 4.2 illustrates the process of an inductive 
approach. 
 
Theory
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Observation
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Figure 4.2 Inductive Approach Process (Trochim and Donnelly, 2007) 
 
 
4.5 RESEARCH METHODOLOGY  
 
Research methodology refers to the understanding of how the research will or should be 
conducted. It guides the researcher to understand the research problem from different angles 
and use different methods accordingly. The research methodology was classified into three 
categories that can be used in the research. These are quantitative, qualitative and mixed 
methods (Creswell, 2014). 
 
4.5.1 QUANTITATIVE RESEARCH  
 
Quantitative research is an approach which is used to test objective theories by examining the 
relationship between measurable variables (Creswell, 2014). Therefore, the general purpose of 
quantitative research is to explain, predict, investigate relationships, and describe current 
theories or to examine possible impacts that influence on the designated outcomes. The 
quantitative approach generally uses large samples to test numerical data by comparing or 
finding correlations among sample attributes so that the findings can be generalised to the 
population. The quantitative researcher is suitable for addressing close-ended questions which 
are typically descriptive relational or causal descriptive questions that are appropriate for 
answering what and how many (Carson et al., 2001). Since the quantitative research is objective 
in nature, it is associated predominantly with the positivist philosophy and employs deductive 
reasoning (Creswell, 1994; Silverman, 2013; Oates, 2006). In conducting quantitative research, 
Theory
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the researcher first identifies the problem, followed by research questions which helped to 
focus the study. Based on the research questions the researcher chooses a research methodology 
and methods to test the hypothesis. Finally, appropriate analytical methods are used to analyse 
the data allowing the researcher to draw conclusions and inferences from the data and answer 
the research question that was originally posed.  Quantitative methodology depends on various 
methods to gather the data such as surveys, experiments, observation and Structured Interviews 
(Al-Husban, 2015). The following table provides brief descriptions of these quantitative 
research methods. 
 
Table 4.1 Quantitative Research Methods 
Method Description 
Survey Surveys are designed to gather information on the backgrounds, behaviours, 
beliefs, or attitudes of a large number of people. Surveys can be carried out in 
various forms including mail, email, and in person (Neuman, 2014). 
Experiment The experiment is an investigation of a cause and effect relationship between 
variables to accept or reject a hypothesis (Oates, 2006). 
Observation Observation is a form of quantitative data collection method that is fundamental 
to understanding a cultural (Silverman, 2006). It aims to capture the social 
settings in which people function, by recording the context in which they work 
(Savin-Baden and Major, 2013). 
Structured Interviews A list of writing closed-ended questions which are prepared to be used by an 
interviewee to collect common information across participants (Kumar, 2011). 
 
 
4.5.2 QUALITATIVE RESEARCH  
 
Holloway (1997) defined qualitative research as “a form of social inquiry that focuses on the 
way people interpret and make sense of their experiences and the world in which they live”. 
Therefore, it focuses on generating meaning and understanding of social and human activities 
through rich description (Boeije, 2010). Qualitative research is employed in many different 
disciplines, including social sciences. It typically addresses different problems arises from a 
different philosophical view of the phenomena to achieve different goals and uses different 
methods and design. It focuses on the quality of experience trying to describe, understand the 
essence or nature of human experience or generate hypotheses or theory. As a result, it tends 
to be more subjective in nature, and it is associated predominantly with the interpretive 
philosophy and employs inductive reasoning (Saunders et al., 2009; Trochim and Donnelly, 
2007; Savin-Baden and Major, 2013; Bryman and Bell, 2015).  
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Moreover, the qualitative researcher addresses open-ended questions which are typically 
investigating questions such as what, where, when, why, and how (Banyard and Miller, 1998, 
Savin-Baden and Major, 2013). Therefore, description is the essential characteristic of 
qualitative research which conveys information with the detail and specificity necessary to 
accurately convey the experience. Ultimately qualitative research attempts to produce a 
meaningful interpretation of events and phenomena with the aim of making sense of what 
happing in a certain situation to achieve a complete understanding of a phenomenon in a 
particular setting or context. Qualitative research has a flexible structure, Denzin and Lincoln 
(2011), describe qualitative research as distinct because of the nature of the process are 
iterative, flexible, and reflexive. 
In qualitative research, a small and selective sample are more often used; therefore, the findings 
may represent only a specific case study. There are various research approaches, methods, and 
designs that can be used by qualitative researchers. For example, action research, ethnography, 
grounded theory and case study (Denzin and Lincoln, 2011; Savin-Baden and Major, 2013; 
Saunders et al., 2009; Bryman and Bell, 2015). Table 4.2 provides some brief descriptions of 
these qualitative research methods. 
Table 4.2 Qualitative Research Methods 
Method Description 
Action Research Action research is research which creates and measure the change in 
a cyclical way. It is generally conducted by an individual person or a 
team of people who are interested in creating a solution (James et al., 
2012). 
Ethnographical 
Research 
Ethnography is the study of people, culture and values. It is an 
approach that aims to create an understanding of those being studies 
(Savin-Baden and Major, 2013). 
Auto-Ethnography The study of autobiographical narrative which allows the researcher 
to use her/his experience to explore a particular issue (Savin-Baden 
and Major, 2013) 
Phenomenology The study of experience from the perspective of the individual that 
aims to identify phenomena through how they are perceived by the 
actors in a situation (Lester, 1999). 
Grounded Theory An inductive approach which systematically gathers and analyse 
grounded data to generate or discover a theory (Urquhart, 2013). 
Case Study A case study is an empirical inquiry that investigates a contemporary 
phenomenon within its real-life setting using multiple methods to 
gather data from one or several entities (Yin, 2003). 
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4.5.3 MIXED METHODS RESEARCH 
 
Mixed method research is a research design with philosophical assumptions and methods of 
inquiry. It involves collecting and analysis of data using a combination of qualitative and 
quantitative approaches in a single or series of studies. Therefore, this combination provides a 
better understanding of research problems than using either approach alone (Creswell and 
Clark, 2007; Teddlie and Tashakkori, 2009). However, before conducting the mixed methods 
research, the researcher should know the basic elements of quantitative and qualitative research 
as they are used in mixed method studies (Creswell and Clark, 2007). 
Mixed method research has two characteristics which are questions and design. Questions 
inform what the researcher needs to learn about a phenomenon they also inform the design that 
is selected to carry out the study. According to Creswell and Clark (2007), reviewing the 
literature is important in qualitative and quantitative research, as it provides evidence for the 
purpose of the study. It also addresses the problem by testing specific questions which remain 
unanswered in the literature, and that must be asked of the participants. Ultimately, reviewing 
the literature will help to narrow the research questions or hypotheses. 
Mixed method research design has four major types of designs, which are Triangulation, 
Embedded, Explanatory and Exploratory. The question which is based on an explanatory or 
exploratory will use a sequential design which means that either the quantitative or qualitative 
data will be collected first then the other data will be collected. In the explanatory design, the 
quantitative data are collected first the qualitative data are generally collected after the 
quantitative data and are meant to serve the purpose of providing explanations for the results 
of the quantitative data. However, in the exploratory design the qualitative data are collected 
first the qualitative data are analysed, then the results are used to inform the collection of the 
quantitative data. In both designs, the qualitative and quantitative data are collected at different 
times, but they work together to answer the same research question. Similarly, the embedded 
and triangulation design the quantitative and qualitative data are collected at the same time and 
then used together to triangulate the findings and answer the research question (Creswell and 
Clark, 2007). 
To summarise the overall research methodology, table 4.3 shows the research model 
classifications, which include paradigms, approaches, methodology, methods, techniques and 
procedures. 
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Table 4.3 Research Model Classifications (Developed by the Researcher) 
Orientation Positivism Interpretivism Pragmatism 
Ontological 
Assumption (Source of 
knowledge) 
Singular reality Multiple reality Singular and Multiple 
realities 
Epistemological 
Assumptions 
Objective point of view, 
(Distance and Impartiality) 
Subjective point of 
view, (Closeness) 
Mixed point of view 
objective and subjective 
Role of the Researcher Focus on facts 
(Explanation) 
Focus on meaning 
(Understanding) 
Critique and transformation 
Research Approach From general to particular 
(Deductive) 
From particular to 
general (Inductive) 
Both Deductive and 
Inductive 
Research Methodology Quantitative 
 
Qualitative Quantitative and Qualitative 
Research Method Survey, Experiments, 
observations 
Action research, Case 
studies, Grounded 
theory, Ethnography 
Mixed methods 
Data collecting sources Questionnaires, 
Observations, 
Structured interview, 
Standardised tests 
 
 
Interview, focus 
groups, Case study, 
documents and texts, 
questionnaires, 
Mixed 
Data Collecting style Structured Unstructured Mixed 
Sample size Large Small and selective Both large and small 
Reporting and findings Formal Style (Numbers) Informal Style 
(Words) 
Formal or Informal 
Form of Questions Quantity (who many, How 
much, What) 
Quality (what, when, 
where, why) 
Mixed 
 
4.6 RATIONALE OF RESEARCH PARADIGM  
 
Making a choice of a suitable paradigm for any research is quite complicated, as the choice 
depends on various aspects including ontology, epistemology assumptions, different 
methodologies, methods and the role of the researcher (Denzin and Lincoln, 2011), Through 
reviewing the previous sections and table (4.3), in this research the researcher focused on 
meaning and employed multiple methods in order to reflect different aspects of awareness. As 
a result, the researcher explored different ways of looking at awareness. Therefore, there is no 
single point of view that will show and can prove the entire picture. Therefore, multiple realities 
represent multiple levels of awareness. Also, this research concerns with exploring and 
understanding customers’ behaviour, attitudes, and level of awareness. In addition, determine 
stakeholders’ involvement in e-commerce processes with the aim to provide suitable solutions 
to measure awareness towards e-commerce adoption in Jordan. Therefore, the Pragmatic 
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paradigm reflects those aspects and allowed the researcher to use multiple methods and helps 
to assess the current situation and provide solutions. Therefore, the Pragmatic paradigm is 
considered to be the most appropriate approach to be adopted in this research. 
 
Although, the Interpretivism paradigm seems to be suitable to adopt in this research. However, 
it is only exploring and understanding people’s feelings and beliefs. Furthermore, the 
positivism paradigm was not suitable for this research because it does not examine the problem 
in depth and does not provide sufficient understanding of the phenomena under investigation. 
Moreover, this research does not intend to test a hypothesis or adapt existing theory, and this 
research requires the researcher to accept subjectivity and not take an objectivist approach 
(Neergaard and Ulhoi, 2008).  
 
 
4.7 RESEARCH DESIGN 
 
 
The research design is a plan, structure, and procedures of investigation that used in data 
collecting to obtain answers to the research questions and to achieve the research aims and 
objectives (Kumar, 2011; Creswell, 2009).  The choice of research design depends on the 
priority being given to a range of dimensions of the research process (Bryman and Bell, 2015). 
McGivern (2009) provided three types of research designs in the social science literature 
namely Exploratory, description and causal. This research used the exploratory and description 
design. Figure 4.3 illustrates the research strategy and design. The first phase used the 
exploratory research design to review and gain insights on the research problem from the 
secondary and primary sources. The findings directed the research to investigate the level of 
awareness in Jordan. In this phase, the researcher adopted a descriptive research design using 
empirical data which was gathered using a questionnaire. The exploratory research design was 
also used in the third phase to gain in-depth information on the stakeholders’ involvement in 
facilitating e-commerce in Jordan. Finally, the last phase used ethnography research approach 
to develop and evaluate the final e-commerce awareness framework.  
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Figure 4.3 Visual Model for the Research Design Used in the Research 
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4.8 RATIONALE OF RESEARCH DESIGN  
 
This research aims to understand and explore the reasons why e-commerce is still lagging 
behind in Jordan despite the major development and penetration of the internet. In order for 
this aim to be achieved, the researcher needs to explore and investigate the current state of e-
commerce in Jordan by collecting data from the previous literature to capture e-commerce 
activities. Also, the researcher needs to collect data from participants to capture their views, 
behaviour, attitudes, and usage of e-commerce. Finally, collecting views and perceptions of 
key stakeholders and government officials who are involved directly or indirectly in e-
commerce development in Jordan.  
The researcher had the flexibility to collect data from a various source in Jordan and can access 
to a rich variety of data including government, businesses, experts, and decision makers. The 
researcher felt that it was best to utilise most of the available resources through a variety of 
measures to increase the internal validity of the data. 
 
4.9 RATIONALE OF RESEARCH METHODOLOGY 
 
The choice of research methodology has been given a lot of consideration, especially as it 
involves Information Systems (Trauth, 2001; Benbasat et al., 1987; Jensen and Rodgers, 2001). 
The choice is normally made depending on what the researcher wants to know and find out 
(Silverman, 2006; Trauth, 2001).  
Different modes of research allow the researcher to understand different phenomena and for 
different reasons (Deetz, 1996). The methodology chosen depends on what the researcher 
wants to learn and how the researcher should go about learning it (Silverman, 2006; Trauth, 
2001). According to Al-Jaghoub et al. (2010), using a quantitative research method is 
considered appropriate to address the customers’ awareness. Furthermore, most of the studies 
on e-commerce have used quantitative research method, as it is easier to collect data from larger 
numbers of participants to devise general conclusions. Surveys are considered a common 
quantitative research method due to it surveying a large group of people, and due to it consisting 
of a structured questionnaire that contains predominantly closed-ended or forced-choice, 
questions. 
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However, using qualitative research approach can yield more in-depth and detailed information 
that is required for new areas of research such as e-commerce adoption. As highlighted by 
Al-Jaghoub et al. (2010), mixed-method research (combining quantitative and qualitative 
methods) can utilise the strengths inherent in each individual approach while mitigating their 
weaknesses. Therefore, adopting mixed methods approach, it is useful to capture the full 
picture of the problem being studied from different perspectives. In addition, collecting data 
from versions sources would allow the researcher to guarantee a high internal validity by 
triangulating the data through multiple measures. Mixed methods research was proved to be 
useful in obtaining valid data and providing a comprehensive and deep understanding of the 
research problem (Creswell and Clark, 2007). 
Throughout the research phases, the research did not implement a specific research method as 
the researcher tended to use different research methods as to which best suitable for a specific 
phase at the time. Consequently, different phases require different methodological models. 
Furthermore, this research is rich because it capitulates aspects from phycology, e-commerce, 
and technology that are combined in a single model. Table 4.4 presents the approaches, 
methodologies, strategies, and data collection techniques that were used in each phase of the 
research. 
Table 4.4 Overall Research Methodology 
Phase Research 
Approach 
Research 
Methodology 
Research 
Strategy 
Data 
Collection 
Data Type Sample 
Strategy 
Phase 
1 
Deductive Mixed 
Methods 
Archival 
Research 
Newspaper 
Articles 
Previous 
Literature 
Keywords 
Frequency 
Articles 
Analysis 
10 Students from 
Department of 
Computing at 
University of 
Portsmouth 
Phase 
2 
Inductive Quantitative Survey 
 
Questionnaires  Levels of                  
E-
commerce 
Awareness 
Random Sampling 
collected from two 
universities in 
Jordan   
Phase 
3 
Inductive Qualitative Survey 
Interviews 
Focus Group 
Semi-
Structured 
Interviews 
Stakeholder 
Involvement 
Business 
Involvement 
 
Selective sampling 
strategy used to 
conduct the 
Interviews/ 
Random and 
selective sampling 
used to conduct 
the focus group 
Phase 
4 
Deductive Mixed 
Methods 
Narrative 
Inquiry 
ethnographic 
methods 
Observations 
Semi-
structured 
Interviews 
Awareness 
Activities  
Selective sampling 
from previous 
participants 
Phase 
5 
Deductive Qualitative Observation Observations 
 
Evaluation  Selective sampling 
from previous 
participants 
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The first phase of this research was based mainly on gathering information about e-commerce 
activities in Jordan. Therefore, a secondary source of information would be more suitable. The 
study in this phase used a novel approach to capture e-commerce activities. In this phase, the 
study involved two methods firstly gathering keywords and surveying the data to search for 
articles in the newspaper using a quantitative approach. The second method was reviewing 
previously published work including archival data and academic articles. Therefore, mixed 
method approach was the most appropriate choice to collect data and used a thematical analysis 
to analyse the data. 
A quantitative research approach was adopted in the second phase. As the study aimed to 
explore the level of customers’ awareness in Jordan, a larger sample was needed to involve 
more participants in order to generalise the findings of the study. Therefore, a face to face 
questionnaire was used as the most suitable to achieve this goal. A pilot study was first 
conducted in this phase. The pilot data were collected using various channels such as Facebook, 
Twitter, blogs, and emails to determine whether those sources are suitable to be used for the 
full-scale study. The analysis of the pilot study has reflected the findings of the study and 
changed the direction of the study to focus on the level of awareness with respect to e-
commerce processes; chapter five discussed the findings of the pilot study in detail. Followed 
by a full-scale study which was conducted using face to face. After obtaining the required 
approval, the researcher visited the two targeted universities to distribute the questionnaire. In 
order to ensure the diversity of the sample, the researcher had to travel between the university’s 
campus and department to distribute the questionnaire. All the participants have completed the 
questionnaire individually or in groups under the researcher supervision. Therefore, the 
research utilised quantitative research methodological approach to collect data and used 
statistical and descriptive analysis to analyse the data.  
The third phase of this research was mainly based on qualitative research method. The 
qualitative research method is interpretative and aims to provide a depth of understanding. It is 
based on words, perceptions, feelings experience rather than numbers and it includes 
experiments, interviews, focus groups, and questionnaires with open-ended questions. The 
studies in this phase aimed at investigating the involvement of different stakeholders and 
business in e-commerce. Therefore, collecting data using interviews and focus group had 
helped to gain an in-depth understanding of the undertaken study. Therefore, the researcher 
used a qualitative research methodological approach to collect data and used thematical 
analysis to analyse the data.  The participants were selected in the interviews based on their 
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involvement in e-commerce processes. For example, banks and the payment gateways agencies 
were chosen due to their role of providing the online payments options. The researcher firstly 
contacted the targeted firms to obtain the required approval to conduct the study. At this stage, 
the researcher had to send all the information about the study including the interview questions 
and information sheet. As a result, the contacted firm contacted the researcher to set the time, 
date, location of the interview, and the name of the participant who will be involved in the 
study. Finally, the researcher conducted the interviews on the participant’s workplace at a 
specific time.  
The focus group was conducted with businesses in various sectors to investigate their 
involvements with e-commerce in Jordan. The researcher visited the retailers at their workplace 
and invited them to participate in the focus group session. Most of the participants showed their 
willingness to participate in the study. Therefore, the researcher asked each participant for the 
suitable times to conduct the study. Accordingly, the researcher decided with the participants 
the most suitable time and location where the focus group took place. Therefore, the researcher 
booked a meeting room in a local business centre in the capital Amman. Consequently, the 
researcher invited the participants to the focus group by visiting each participant in his/her 
workplace. Finally, as an appreciation for the participants who involved in the focus group, the 
researcher covered their travel expenses to the focus group location.  
The fourth phase of this research was to develop an e-commerce awareness framework. This 
phase required data collection in different settings. Therefore mixed method approach was 
adopted. The proposed e-commerce awareness framework was developed qualitatively using 
an observation approach. The observation approach involves changes in the attitude, 
characteristics and behaviour of people being observed. Observation is a valuable source of 
data for personas, scenarios, task analysis, requirements elicitation, and storyboards. The study 
typically tries to answer questions about specific groups of people, or about specific aspects of 
their life (Tang and Leife,1991). It is the best approach to understand and observe the participant 
behaviour within the natural environment. This study involved two phases; the first phase was 
conducted using a contextual inquiry approach to detainment the activities that form each level 
of awareness. In this phase, the researcher used participant observation to observe and records 
the participants’ activities during the tasks that were given to perform. The second phase was 
conducted using a semi-structured interview to obtain information about the participant's 
experience in the first phase. Chapter 6 provides more details about the process. The selected 
participants in this phase previously participated in the questionnaire study (Phase 2). However, 
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the researcher randomly contacted twelve participants based on three criteria, first, the 
participants who did not previously shop online, secondly, the participants who showed they 
are interested in participating in future research, and finally the participants who provided their 
contact information. This because the researcher needed to capture if the participants able to 
shop online, and to identify the main challenges they may face during the e-commerce 
processes. The invitation started with a phone call, the researcher introduced himself to the 
participants and gave the reason for being contacted. Upon the participant’s acceptance, the 
researcher and the participants agreed at the time to conduct the study.  A total of nine 
participants were involved in the study. Although all the contacted participants were interested 
in participating, the researcher included only nine participants as the researcher was not getting 
any additional information and the results from the participants were quite similar. As a result, 
the researcher contacted the remaining participants to explain why they were not involved in 
the study. In addition, the researcher promises the participant to participate in future research. 
Finally, the final phase of this research included the same participants who involved in the 
previous phase. Although the involved participants may have developed some skills to shop 
online during their previous tasks, their participation was important to ensure their success to 
complete the online shopping. In this phase, the researcher invited the participants to participate 
in the task. The task started by presenting the proposed framework to the participants, Similar 
to the previous task, the researcher observed the participants during the assigned task.  The 
duration of overall evaluation for each participant was approximately between twenty and 
thirty-five minutes.   
 
4.10 RESEARCH ETHICS 
 
Ethical considerations are an important aspect of any research (Orb et al., 2001). It is required 
throughout the research including the research design, sample selection, data collection, and 
data analysis. Since this research focuses on people (Customers, businesses, retailers), the 
ethical considerations were considered from the beginning of this research and during all 
phases of the research design. The researcher ensured that ethical approval had been obtained 
for each phase of the study. Therefore, Ethical review applications were submitted to the 
Research Ethical Committee at the University of Portsmouth and approval were granted for 
each project. Appendix (A) includes the research ethical approval, invitation and consent 
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forms. The following steps were followed at the beginning of each study to obtain the consent 
of the participants: 
1. The researcher explained the study verbally to the participant, by providing all pertinent 
information as for purpose, procedures, risks, benefits and alternatives to participation, time 
was given to participants to ask questions.  
2. Following this verbal explanation, the researcher provided the participant with written 
participants’ information sheet and allowed sufficient time for the participant to consider 
whether or not to participate in the study. "Sufficient time" can range from minutes to hours, 
dependent on how long it reasonably takes to evaluate the procedures, risks, potential benefits, 
and potential alternatives. 
3. After allowing the time for the participant to read the participants’ information sheet, the 
researcher answered additional questions the participant had and obtained a verbal agreement 
to participate in the research. Furthermore, the researcher ensured the participants that their 
participation would be voluntary, and that anonymity and confidentiality would be maintained 
and they are free to withdraw at any time. 
4. After obtaining the verbal consent, written consent was given to the participants to be signed. 
Participants’ information sheet and consent form are attached. The filled consent forms were 
kept secure on a researcher research file, and the identities of those involved were not disclosed. 
5. The collected data were kept secure, which can be accessed only by the researcher and 
supervisors. The researcher obtained the participants’ agreement on the level at which 
information could be made public; then the researcher was careful while publishing any 
personal details or other information, which can disclose participants’ name and details. 
Participants’ privacy was safeguarded by using code names such as interviewee A1, 
interviewee A2, participant P1, and participant P2. 
6. All recordings and collected data will be destroyed after completion of the data analysis. 
However, the original participants’ consent forms retained securely by the researcher during 
his time with the University.  
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4.11 CHAPTER SUMMARY 
 
The purpose of this chapter was to demonstrate how the research was undertaken; this research 
was conducted in five phases to investigate e-commerce awareness in Jordan. Therefore, a 
mixed methodology was more suitable for achieving the objectives of this study. A novel 
research approach was conducted to capture e-commerce activities in Jordan. Followed by a 
face to face questionnaire that was selected to investigate the level of awareness. A focus group 
was conducted with business in Jordan to explore their awareness and involvement in e-
commerce. This was followed by semi-structured interviews that were conducted with twelve 
stakeholders and government offices to identify their role in e-commerce adoption. Each 
research strategy chosen was appropriate to emphasise the context and the objectives of the 
research aims. The study used the pragmatism approach which was suited to address the 
objectives of the research. 
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5.1 INTRODUCTION 
 
This chapter discusses in detail the analysis and findings of the collected data. The analysis and 
findings of the first phase provide a comprehensive understanding of the problems facing e-
commerce adoption in Jordan. In addition, the findings of the questionnaire from the second 
phase investigate and evaluates e-commerce awareness and its relevance to the e-commerce 
process. Furthermore, this chapter discusses the involvement and the role of businesses, 
stakeholder, and government in facilitating e-commerce in Jordan. 
 
5.2 PHASE 1: IDENTIFYING THE RESEARCH GAP 
 
The continuous growth of e-commerce around the world has recently posed new challenges, 
which remain along with previous e-commerce issues to be investigated in depth. Previous and 
current research are still trying to overcome those challenges. In this sense, every nation has a 
degree of participation in finding appropriate solutions towards the success of e-commerce 
adoption and implementation. This PhD begins with the aim to investigate the low uptake of 
e-commerce in Jordan. It started by exploring e-commerce topic in general; then the focus was 
narrowed to explore factors that affecting e-commerce adoption. However, the researcher 
shifted the focus into barriers that impediment e-commerce adoption in Jordan. However, most 
of the research was found to be focused on common issues on e-commerce such as trust, 
security, and readiness of IT infrastructure. Although other aspects such as culture, customer 
behaviour and cognitive issues did not have that much of the researchers’ intention. Therefore, 
the current state of e-commerce is still ambiguous especially in the developing countries such 
as Jordan. To fill this gap, this research used a new research approach to capture the current 
state of e-commerce in Jordan. Therefore, at this stage, the aim was to shed the light on e-
commerce growth, activities, challenges, and opportunities to understand why e-commerce in 
Jordan is still lagging behind. This study collected data from three different sources namely 
The Jordan Times Newspaper, two Journals in the e-commerce field, and Google Scholar 
Search Engine. The finding of this study pointed to many issues that impediment e-commerce 
adoption especially in Jordan, and lack of e-commerce customer awareness was one of these 
challenges that needed to be investigated in more depth. The following sub-section presents 
how the newspaper articles were analysed and present the finding of the analysis. 
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5.2.1 NEWSPAPER ANALYSIS  
 
Many researchers have tried to address certain barriers to Jordanian e-commerce; however, the 
literature does not show a complete picture of e-commerce adoption especially in Jordan. 
Therefore, there is a problem of limited resources and data about e-commerce activities. To 
address the problem of lack of resources and information available in the research, a new 
approach was implemented to identify the current issues in e-commerce adoption in Jordan and 
to shed a light on e-commerce growth. This phase started with aims to capture e-commerce 
items from a national newspaper (The Jordan Times). This newspaper reports most of the 
events that took place in Jordan and all over the world. Those events are varying from politics, 
art, science, sport, business, entrepreneurship and developments. This newspaper was chosen 
for its reliability and reputation among the Jordanian society. Also, The Jordanian Times is the 
only newspaper in Jordan that reports in the English Language, and it is a daily newspaper. 
Therefore, up to date news and events will likely to be covered. In addition, people who are 
interested to read the news in English, the Jordan Times will be the first option.    Newspapers 
are considered a major source in reflecting public issues (Collins et al., 2006). Accessibility is 
one advantage of collecting data from newspapers, and it can provide contextual up to date or 
historical information. The newspaper provides a window on e-commerce activities and the 
perceived importance of the facilitators of e-commerce in Jordan. This provides a novel method 
to capture one metric of e-commerce activities. 
The analysis of the newspaper articles was conducted throughout several phases.  It first started 
with gathering keywords that can be used to search for articles related to e-commerce activities. 
A brainstorming activity involved ten researchers in the field of computer science and 
information systems from the University of Portsmouth. The participants were asked to provide 
ten keywords that in their opinion might epitomise the idea of e-commerce growth using a 
newspaper website. The researcher chose those participants as they most likely to give relevant 
and accurate information due to the nature of their status. As a result, a list of 100 keywords 
was gathered and analysed using word frequency. After determining the most frequent 
keywords, six keywords (Online, E-commerce, Shopping, Internet, E-payment, and Security) 
were chosen, as the most repeated keywords with 5.0% and above see Appendix (B). Figure. 
5.1 illustrates the keywords selection process.  
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Figure 5.1 Keywords Selection Process 
The possibility was considered of getting the most relevant results. Therefore, various forms 
of words were used such as E-commerce and Electronic Commerce, where the abbreviation 
might lead to different results as both terms are commonly used in the field. Therefore, a 
computer dictionary was used to detect the abbreviations, and the word online was added to 
some of the keywords to add an electronic nature to words. The complete keywords that were 
used are presented in Table 5.1. 
Table 5.1 Selected Keywords 
Keywords 
Online 
Internet 
Security Online Security 
E-commerce Electronic Commerce 
Shopping Online shopping E-shopping 
E-payment Electronic Payment Online Payment 
 
The second step was to search for the articles in the newspaper website using the selected list 
of keywords. The numbers of articles found in the Jordan Times newspaper were 1715 articles. 
Only 1053 articles were found to be relevant, and 662 were discarded due to the irrelevance of 
the topics and duplication. For example, ten articles addressed faults in internet network due to 
a power cut in the region; therefore, these articles do not show relevant information about e-
commerce growth. The articles were analysed thematically, where all the articles were 
classified and categorised into topics. These are presented in Table 5.2. 
 
 
 
 
 
Brainstorming 
Keywords Ranking 
Computer Dictionary 
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Table 5.2 List of Topics Captured From the Newspaper Articles 
 
Topic Number of 
Articles 
Topic Number of 
Articles 
Topic Number of 
Articles 
ICT 262 Trust 7 Media 56 
Infrastructure 107 
 
Piracy 7 Tourism 15 
Jobs 
 
8 Payment 21 Government Role 162 
Mobile 99 Awareness 119 E-commerce 
Legislations 
40 
Arab Web Content 34 Social Media 43  
Total Number 
 
1053 
Internet Security 42 Entrepreneurships 31 
 
As shown in table 5.2, ICT has the largest number of articles, this because the variety of topics 
are covered by Information technology, e.g. telecommunication, computer networks, and the 
Internet. The government role in e-commerce was found the second largest topic. Interestingly, 
although trust in e-commerce is an essential prerequisite for establishing and maintaining 
customer relationships, and being a critical key to success in comparison to traditional 
commerce (Jebur et al., 2012). Only seven articles addressed this issue. 
To capture the growth of e-commerce according to the years, the articles were divided into two 
groups. The first group is articles published from 2004 to 2008 and the second group is from 
2009 to 2014. The newspaper analysis showed that most of the articles about e-commerce 
activity were dated post-2009. Therefore, the major growth of e-commerce happened in those 
years. The distribution of the articles is presented in figure 5.2. 
 
 
Figure 5.2 Newspaper Articles Distribution between 2004-2008 and 2009-2014 
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Due to the similarity and closeness of topics, the topics were classified into four themes which 
are: ICT, Challenges, Opportunities, and Government. Table 5.3 illustrates the classified 
themes. 
Table 5.3 Themes of E-Commerce in Jordan 
Themes ICT Challenges Opportunities Government 
Topics ICT  
Infrastructure 
Jobs 
Mobile 
 
Arab web content 
Security 
Trust 
Piracy 
Payment 
E-Commerce Awareness 
 
Social media 
Entrepreneurship 
Media 
Tourism 
 
Government Role 
Law 
 
 
 
 
The nature of the themes is interlinked. Therefore it is quite challenging to address each aspect 
separately as the topics are influenced by each other. For example, the level of internet 
penetration depends on the network infrastructure, and this depends on the government support 
of providing a suitable infrastructure. The government is also responsible for setting laws to 
protect both businesses and customers; this also increases the customer's trust on e-commerce. 
Figure 5.3 demonstrates the relationships between the themes that are identified, based on the 
author’s own interpretation from the analysis of the newspaper and previous research studies. 
It is noted that the government role is crucial for e-commerce success and it has an influence 
on many factors. Moreover, e-commerce legislation and technological infrastructure have an 
impact on the development and success of internet security, piracy, and payment. Laws also 
has an indirect impact on trust. Awareness of laws that protect customers’ rights increases trust, 
and therefore increases e-commerce adoption (Najafi, 2012). Awareness about legal aspects in 
e-commerce is vital. Although customers and businesses need to be aware of the legality of 
conducting online activities to avoid various activities such as fraud and cyber-crimes, 
copyrights, and spam. Furthermore, awareness plays an important role in increasing customers 
trust. Awareness of e-commerce seems to be crucial in many aspects. It is necessary for 
businesses and customers to be aware of different laws that regulating e-commerce, payment 
systems, and internet security. Finally, the increase of ICT gives the opportunity for 
entrepreneurs utilising the IT to turn their ideas into reality. Consequently, there will be more 
opportunities to create Jobs. E-commerce is complex in its nature, whereas the success of its 
adoption is associated with various key players, each has a degree of influence and effect on 
each aspect of e-commerce. Therefore, customers and e-commerce practitioners need to 
understand their role and in facilitating e-commerce towards e-commerce success and 
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implementation. For example, the role of government is mandatory to set e-commerce laws to 
ensure online users protection. However, building a reasonable technological infrastructure that 
helps e-commerce development is a prerequisite. Therefore, awareness of e-commerce needs 
to be raised to ensure the engagement of customers and business in e-commerce. 
 
 
Figure 5.3 Newspaper Themes Relations 
 
There are similar barriers and challenges facing e-commerce adoption in many countries 
around the world. Throughout the analysis, it was found that some challenges are specific to 
certain countries, in the case of Jordan the limitations are relatively like other Middle Eastern 
countries. However, each country has their own challenges due to the unique characteristics 
related to the economic, political, infrastructural, and environmental contexts. 
Jordan, unlike the rest of the Arab countries except UAE and Bahrain, has an advanced 
infrastructure that would enable the country to adopt e-commerce successfully. However, due 
to factors such as lack of trust, internet security, lack of awareness, and lack of law, e-commerce 
adoption faced a challenge to move forward. After reviewing the newspaper articles, the 
analysis has revealed a set of barriers that impediment the growth of e-commerce in Jordan. 
Table 5.4 presents those barriers.  
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Table 5.4 Barriers Facing E-Commerce Adoption in Jordan 
Barriers of E-Commerce in Jordan 
E-Legislations 
Awareness 
Internet Security 
Trust 
Online Payment 
Government initiative 
 
These challenges are specific to the Jordan context. However, other countries that have a 
similar setting like Jordan could face the same challenges. Nevertheless, there are other barriers 
such as cultural and political issues that also have an impact on e-commerce adoption and 
development. However, each barrier has a degree of effectiveness on e-commerce adoption. 
Therefore, it is important to identify those challenges and understand their role in e-commerce 
to provide suitable solutions towards successful e-commerce adoption. Therefore, it is 
important to expand the literature and to review the previous and current research of e-
commerce. Consequently, two journals in the field of e-commerce were chosen to be analysed 
to capture the most common e-commerce issues. The analysis is described in the following 
sub-section. 
 
5.2.2 JOURNALS ANALYSIS 
 
This research used two journals in the field of e-commerce namely Electronic Commerce 
Research and Applications (ECRA) and Journal of Electronic Commerce Research (JECR). 
Those journals were chosen for their wide variety of topics relating to e-commerce covering 
the past and present issues and due to the high impact of the research at the time. The review 
was conducted for volumes published during the period of 2009 and 2014. These years were 
chosen due to the major growth of e-commerce in Jordan according to the newspaper findings. 
The number of studies that have been reviewed for the ECRA were 249 and for JECR were 
132. Only 23 papers from ECRA and 27 from JECR were found to be relevant. Articles that 
discussed the barriers and successful implementations of e-commerce were considered 
relevant, while technical articles such as e-commerce recommended systems and website 
design were discarded it.  
Most of the topics covered in the journal articles were about trust, customer satisfaction and 
purchase intention. Appendix (C) illustrates examples of papers, their scope of research, their 
main topics, and the topic relationship found from the paper's findings. This analysis revealed 
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that e-commerce adoption depends on many factors which also depends and have an effect on 
each other. For example, trust appears to be a significant factor that affects purchase intention 
(Zhou, 2012), customer satisfaction (Lu et al., 2012) and loyalty (Valvi and West, 2013). 
Furthermore, trust found to be affected by culture (Van Slyke et al., 2010) and privacy issues 
(Zhou, 2012). However, Van der Heijden et al. (2001) found no explicit relation between user’s 
trust in online stores and their behaviour toward purchasing. 
Despite the key role of these factors in e-commerce adoption, the focus of those journals was 
to address various aspects such as privacy and culture to build customers trust towards e-
commerce adoption. However, the researcher believed that there are other issues such as 
government support and the role of awareness in e-commerce adoption which appeared to be 
absent from the findings of articles published in those journals. Therefore, the researcher 
needed a broader search database that could cover most of the literature in e-commerce. As a 
result, this research used Google Scholar articles to overcome the previous issue. The next 
subsection discusses the finding from Google Scholar analysis.    
 
5.2.3 GOOGLE SCHOLAR ANALYSIS 
 
Google Scholar was used as an additional search method to increase the research literature and 
validity. The keywords that were used were specific to e-commerce barriers and limitations 
topic. The date range was selected to include articles published from 2009 to 2014, correlated 
with the journals search and the newspaper analysis findings. From an initial 2,620 hits, only 
60 research articles were identified as relevant and suitable for inclusion in the subsequent 
analysis. The articles selection was based on the topic covering barriers and limitations of e-
commerce in both developed and developing countries. 
The analysis has revealed that most of the published research focused on interrelated (but 
distinct) factors such as trust, security, and online shopping behaviour. The finding shows that 
many issues are preventing e-commerce adoption in both developed and developing countries. 
These barriers are lack of payment system availability, lack of customers trust, lack of 
government support, lack of security and privacy, lack of e-commerce awareness, and lack of 
technological infrastructure. Those findings were correlated with the previous Journals and 
newspaper findings. 
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This research used a novel research approach to capture the e-commerce activities in Jordan. 
In addition, it identified the challenges that affect e-commerce adoption. The adoption of e-
commerce is an important topic for research. At a general level, previous studies of different 
countries could help to identify some of the challenges that can affect the successful adoption 
of e-commerce. However, each country has a unique setting, and therefore; the challenges must 
be interpreted carefully. Most e-commerce adoption barriers to were fairly investigated in many 
previous research for example: e-commerce trust was studies in  (Wen, 2009; Khushman et al., 
2009; Chiu et al., 2010; Van Slyke et al., 2010; Abbad et al., 2011; Eid, 2011; Kim et al., 2012; 
Lu et al., 2012; Najafi, 2012; Valvi and West, 2013; Chang and Fang, 2013; Khalil, 2014), 
security (Al Nahian et al., 2009; Kukar-Kinney and Close, 2009; Wei et al, 2010; Lin et al., 
2011; Eid, 2011; Zaied ,2012; Alqahtani et al. ,2012; Moshrefjavadi et al., 2012; Alarifi et al., 
2012; Zhou, 2012; Iglesias-Pradas et al., 2013; Ndyali, 2013), cultural issues (Kassim and 
Asiah Abdullah, 2010; Alqahtani et al., 2012; Zaied, 2012; Yang and Forney, 2013), Online 
payment (Kapurubandara, 2009; Al-Hyari et al., 2012; Al Bakri, 2013; Agwu and Murray, 
2014; Makki and Chang, 2014). Furthermore, lack of e-commerce awareness has been 
identified as a barrier to e-commerce adoption in most research. However, e-commerce 
awareness was not well covered in the literature. There is a lack of research that investigates 
the role or the impact of lack of e-commerce awareness on e-commerce adoption. Therefore, 
there is a need for in-depth investigation of e-commerce awareness that will contribute to e-
commerce field and IS in general. Therefore, the next phase of this research aims to investigate 
the level of awareness in Jordan.  
 
5.3 PHASE 2 INVESTIGATING THE LEVELS OF CUSTOMERS AWARENESS 
 
The findings of the previous phase have directed this research to investigate e-commerce 
awareness in-depth.  Since this research aims to examine the low uptake of e-commerce in 
Jordan and the issue has been identified in the first phase as e-commerce awareness paradox. 
This research aimed to identify the level of e-commerce awareness among the Jordanian 
customer. Therefore, in this phase, a quantitative research methodology was used to collect 
evidence. This approach is suitable to capture the tendency, frequency, and propensity to use 
e-commerce from the Jordanian customers. In order to gain insight into customers’ awareness 
and engagement, face -to- face questionnaire was used as the main data collection strategy and 
quantitative analysis was used to analyse the data.  
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5.3.1 PILOT STUDY  
 
The questionnaire in this study was designed after employing questions from previous research 
conducted in Brunei Darussalam (Jait, 2012). Jait’s questionnaire was used to discover current 
awareness levels and to determine the factors which made Brunei citizens aware or unaware of 
the government e-service. The questions in the survey were modified in order to provide 
answers to the research questions and objectives of the study. Thus, it was used in the pilot 
study. Appendix (D) shows the survey pilot study questions. 
The purpose of the pilot study was to test the effectiveness of the data collection tools. It also 
aimed to provide a future direction for a full-scale study.  The questionnaire was distributed in 
May 2015 and was sent electronically through various channels such as Facebook, Twitter, 
blogs, and emails. A total of 139 participants completed the questionnaire, while 21 were 
returned incomplete. Therefore, 118 responses were considered for further analysis. Appendix 
(E) shows the results of the pilot study. 
 
5.3.2 MAIN STUDY  
 
The second phase of the questionnaire development occurred as a result of the pilot study 
findings and outcomes. The survey instrument with questions using Likert scales was 
developed accordingly. The questionnaire was designed with qualitative questions in mind. 
Therefore, most survey questions, other than the general introductory questions, were based on 
a Likert Scale with five gradual ordinal scales, graded 1 to 5. These measurements were then 
summarised into a Percentage Agreement number, assuming cardinality of responses. 
A questionnaire-based survey was put together to investigate customers’ level of awareness 
with respect to e-commerce. The questionnaire was divided into sections. The first questioned 
demographic characteristics such as age, gender and education, as well as English proficiency, 
Internet access, knowledge of the existence of e-commerce, and online purchasing experience. 
This was followed by the development of different aspects of awareness instruments, such as 
awareness of product/services, payment methods, and delivery methods. Appendix (F) shows 
the Survey questions. 
To examine the internal consistency and the validity of the questionnaire questions, the 
reliability of the scales was considered based on the computation of the alpha coefficient 
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(Cronbach Alpha). Alpha is considered an important concept to evaluate assessments and 
questionnaires in order to add validity and reliability to the data interpretation. The value of the 
Alpha coefficient ranges from 0 to 1 and plays an important role in describing the reliability of 
the factors extracted from the questionnaire (Cronbach, 1990). After analysing the total scale, 
a high value has been identified, which indicates a high internal consistency within the 
questionnaire as a whole. The Alpha values for all the dimensions was 0.844. According to 
Cronbach (1990), if the Cronbach Alpha is 0.5, it is a low and acceptable standard. All scales 
were found to exceed the minimum threshold of 0.5. Therefore, the higher the score, the more 
reliable the generated scale is. Appendix (G) shows the reliability testing. 
The questionnaire was distributed to students and staff from different faculties – i.e. Computer 
Science, Law, Business, Psychology, Art, and Engineering. It was also distributed to 
employees from various departments – i.e. Accounting, Marketing, Public Relations, 
Hospitality and Student Affairs. The rationale for this selective sample from universities is 
based on the joint financial model established between universities in Jordan and the banking 
sector. This model allows all stakeholders from students, academics and administration staff to 
conveniently access banking services, which would enable awareness of payment, as well as 
the availability of shipping and delivery services within the context of universities. The study 
chose to target participants from two universities, one in the north and one in the south of 
Jordan. Universities in Jordan considered as an ideal environment for the study, where every 
university has banks branches, postal services. Therefore, students and staff can easily access 
and use those services including paying the university fees, receiving salaries and receiving 
letters from the university. This has contributed to creating an e-commerce ready population. 
In addition, the university students and staff are mostly under 35 this age group of the 
participants remains a viable population for this study, as this age range is most likely to be the 
most IT and the Internet literate. Also, the fact that the questionnaires were distributed among 
diverse faculties of the university, ranging from teachers and students to staff, they also contain 
much-needed diversity in order to represent the Jordanian population. However, collecting data 
from a larger sample such as companies, shopping centres and schools would be appropriate to 
give more generalisation to the study findings.   
The survey was conducted between June and July 2015 and was distributed to 452 participants. 
Out of 452 questionnaires distributed in the Arabic language, 420 were returned. Out of these 
420 questionnaires, 34 were returned incomplete. Thus, 386 questionnaires were finally used 
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for further analysis. This sample size is considered adequate for the analysis and is comparable 
to response rates in IS literature (Pinsonneault and Kraemer, 1993). 
5.3.2.1 DATA ANALYSIS AND FINDINGS 
 
The data were analysed using SPSS software, Microsoft Excel was also used to provide a better 
presentation of the result.  The analysis revealed that most of the respondents (80%) were below 
the age of 35. From a gender perspective, 61% of the respondents were men, and 39% were 
women. With regards to their educational level, about three-quarters (76.4%) of our 
participants were university level students. Of the participants, 50% showed a good level of 
English language proficiency. Furthermore, the analysis showed that 98% of the participants 
were accessing the Internet on a daily basis, with the use of social networks being the most 
common activity. Appendix (H) presents the frequency breakdown for each question.  
In addition, the findings showed that 82% of the participants, believed that e-commerce exists 
in Jordan. However, only 24% had used e-commerce to make a purchase. This finding is in 
line with those of the pilot survey. The following table illustrates the correlation between 
awareness of e-commerce in Jordan and actual purchase. The results show that Spearman 
correlation value (0.26) is positive, but of weak relation, also the p-value (0.00) shows there is 
statistical significance between the participant who believes online shopping exist and shop 
online. 
Table 5.5 The Correlation between E-Commerce Awareness and Actual Purchase in Jordan 
 
Do you believe e-
commerce exist in 
Jordan? 
Have you ever purchased a 
product/services online in 
Jordan? 
Spearma
n's rho 
Do you believe e-commerce 
(Online shopping) exist in 
Jordan? 
Correlation 
Coefficient 
1.000 .261** 
Sig. (1-tailed) . .000 
N 386 386 
Have you ever purchased a 
product/services online in 
Jordan? 
Correlation 
Coefficient 
.261** 1.000 
Sig. (1-tailed) .000 . 
N 386 386 
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The analysis has revealed a very interesting set of results. Essentially, the data has confirmed 
that vast majority of respondents are, or have been, engaged in an e-commerce activity, which 
has been identified as partial engagement. The findings of the study also show that the majority 
of the participants were aware of the phenomenon of e-commerce in Jordan. However, 76% of 
the participants had not shopped online or participated in e-commerce in the sense as defined 
by the OECD. However, when it comes to the propensity to engage in e-commerce activity, 
Jordanian online users seem to be engaged in so-called social-media e-commerce, where the 
main social-media applications are used for the exchange of products and services. For 
example, Jordanians are using social media, especially Facebook, to exchange information 
about various products and services; some of their activities involve a successful agreement to 
sell or to buy. However, these deals are done offline. Therefore, engagement in social media is 
limited to gathering information, not actual purchasing. Appendix (I) demonstrates the analysis 
correlation between the internet usage and the participants demographic; it also illustrates the 
correlations between the participants’ attitudes and online shopping behaviour.    
 
Consequently, that leads to another question: if users are engaged in social-media commerce, 
why they are not engaged in the typical e-commerce process. Contextual inquiry and 
observations of this phenomenon have inductively led to the view that this is an awareness 
dilemma. However, it is not the holistic awareness of e-commerce as a whole, but the awareness 
of the specific processes of the e-commerce model. Therefore, a new area of research has 
emerged. The holistic view of awareness does not seem to fit in with the universal e-commerce 
model. In e-commerce, the universal model entails a common online user journey. It usually 
begins with visiting a website, browsing a catalogue where products and services are offered 
and then making a purchase decision. Once the customer is happy, they would proceed to 
payment then delivery. However, the journey does not end there – after delivery comes 
retention and the tendency to use the website again, thereby constituting a full online e-
commerce cycle (Pavlou and Fygenson, 2006). Applying the holistic awareness to this model 
does not accurately help in identifying where the problem lies. In fact, it has an adverse effect, 
whereby the process of e-commerce is mistakenly condemned to deterioration through lack of 
engagement. This research presumes that there are no technical, managerial or legal issues that 
hinder the development of a successful e-commerce model, and hence it hypothetically 
assumes that different levels of awareness have a major impact on the success or failure of the 
adoption of e-commerce in Jordan.  
 
94 | P a g e  
 
The research was deductively designed to investigate at which point of the e-commerce activity 
and the user journey users have experienced an awareness problem. Accordingly, a set of 
predefined questions were constructed to target awareness over e-commerce processes. Table 
5.6 shows this group of questions (Q’s 8 to 13) comprised independent variables measuring 
common themes of what could affect shoppers’ engagement with the e-commerce process. 
These are browsing an online catalogue, search and finding products or services online, 
recognising specific brand, payment and delivery options. 
Table 5.6: Survey Questions 
Question Statement 
Q.8 On a scale of 1-5, how familiar you are with following websites? 
Q.9 Rate your source of information about any product/service on a scale of 1-5 
Q.10 Please rate your usage to the following on a scale of 1-5 
Q.11 Which of these do you mostly use to buy the following items? 
Q.12 E-commerce in Jordan has not taken off. This due to some factors. On a scale of 1-5, how will 
you rate these factors on e-commerce adoption? 
Q.13. C I believe that I can purchase any product or service online 
Q.13.E I believe that the information and services that have been provided by businesses were 
sufficient. 
Q.13.G I believe that I am able to pay by credit card, visa card, master card or another electronic method 
of payment 
Q.13.H I believe any product I buy online can be delivered to home or post office 
Q.13.I I believe I have the right to return the product I ordered and get my money back, without giving 
any reason 
 
Table 5.6 includes questions 9 to 11 which investigate and understand participants’ views 
toward browsing and selecting products or service. The result shows that the participants are 
only buying Airlines Tickets, Games, Books and Music through the web. Whereas Clothing 
and Jewellery, Health and Beauty remain the second-tier contenders, in terms of popularity 
among the participants, for online purchasing. High turnover products such as grocery and high 
margin products such as white goods were not considered for online purchases. Figure 5.4 
shows the participants shopping behaviour. 
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 Figure 5.4: Participants Shopping Behaviour  
 
Furthermore, the results revealed that the participants were engaged and aware of the process 
of finding information about certain products and services on the Internet and that 63 % of 
participants were aware of this process and they have found the process of finding products 
and services simple in an online catalogue. Figure 5.5 illustrates the results. 
 
 
Figure 5.5: Product/Service Source of Information 
 
This has led to the identification of Awareness of Products/Services (AOP/S). AOP/S in e-
commerce can be defined as a set of rules whereby the capability of customers to identify their 
need for a certain product or service can be shown. This includes knowing if the product or 
service is available online, being familiar, recognising the products, and being able to search 
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for a certain product or service through the online catalogue; also, of having previous 
knowledge about the type of products they would like to purchase, and of their ability to 
distinguish and compare between different type of products or services. 
 
Questions Q.8, Q.11 and Q.13.C have clearly shown some common features in terms of 
familiarity with the brand. This percentage (67%) of participants were prepared to buy online 
for a well-known brand. This was the case for specific products and services in Figure 5.6. 67% 
of participants were willing and inclined to buy from OpenSooq, due to the fact that OpenSooq 
is a nationally recognised brand. This has helped to bring some other themes, such as trust and 
brand recognition, into the data analysis, or that this decision could have been impacted by 
prior experiences. Moreover, Question 8 has shown that participants were more inclined to buy 
recognisable brand websites on the Internet, and this was supported by their intention to buy, 
or to their propensity to become fully engaged and converted into online shoppers. This trend 
has given rise to another level of awareness. Awareness of  Brand (AOB) has emerged from 
common themes in the responses, and it is defined as the customers’ level of consciousness, 
recognition, differentiation and familiarisation to a specific brand; also of being exposed to the 
brand through previous experience or recommendations and being able to identify the brand in 
the online catalogue.  
 
 
Figure 5.6: Participants Familiarity with Websites 
 
Questions 12 and 13, with subsequent sub-questions, were designed to tackle the payment issue 
and verify whether this is a real barrier for the e-commerce process, or if the participants were 
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Q8. On a scale of 1-5 how familiar are you with following websites?
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aware of the different payment options available to them in order to complete an e-commerce 
transaction. Q.13.G was designed to measure participants’ tendency to pay online, either using 
their credit cards or debit cards. The question also measured participants’ willingness to use 
other payment methods (if they were introduced to such as PayPal, digital wallets or other 
payment methods). The decline in uptake on online payment (53%) indicates that there is a 
problem of Awareness of Payment; lack of knowledge of current payment methods and options 
available within the Jordanian banking sector has also led to this level of awareness. AOP is 
defined as customers’ knowledge, comprehension and understanding of the various payment 
options available online, including involved parties such as banks, and the ability to identify 
the benefits of choosing a certain payment method from among others.  
 
Question 13.H and 13.I were designed to target delivery of products, the question aimed at 
identifying issues in awareness regarding this e-commerce process. It was clearly noted from 
the data as in table 5.7 that delivery presents a serious concern for shoppers, especially those 
who are located outside the capital Amman. The definition of this level of awareness is the 
customer’s recognition of all aspects related to their products and services online delivery 
including prices, delivery time, and product tracking. Also, their ability to identify the different 
services provided by various delivery agencies and being able to choose the appropriate 
delivery mechanism to deliver their products or services.  
 
Table 5.7: Participants Level of Agreement and Disagreement 
Statement (s) Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Q.13.C.   I believe that I can purchase any 
product or service online 
34% 55% 9% 2% 0% 
Q.13.E. I believe that the information and 
services that have been provided by businesses 
were sufficient. 16% 70% 13% 1% 0% 
Q.13.G.   I believe that I can pay by credit card, 
visa card, master card or another electronic 
method of payment 
1% 52% 26% 21% 0% 
Q.13.H.   I believe any product I buy online can 
be delivered to home or post office 
1% 58% 22% 19% 0% 
Q.13.I.    I believe I have the right to return the 
product I ordered and get my money back, 
without giving any reason 
45% 43% 12% 0% 0% 
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Four main themes have emerged after rigorous, reflective data analysis, namely awareness of 
product and service, awareness of the brand, awareness of payment, and awareness of delivery. 
Those levels of awareness are correlated to each e-commerce process in Jordan. 
Awareness of the brands that are associated with the process of browsing e-commerce 
catalogues has resulted in multiple independent variables, constructed in the survey, explicitly 
reflecting the measurable levels of awareness at the beginning of the e-commerce process. This 
particular awareness has implications not only for the e-commerce process overall but with 
regards to aspects related to trust, brand identity and other marketing activities, and strongly 
contributes to the success of this initial e-commerce process. The awareness of the products 
and services is defined as having sufficient knowledge of the products or services the customer 
is seeking to buy, as this level of awareness is perceived as the first point of engagement in e-
commerce activity. The third level of awareness that emerged from this study is the AOP, as 
an explicit area of investigation. Jordanian shoppers’ propensity to buy online is impacted by 
their knowledge of online-payment systems: the collected data have shown variation in 
understanding of the current payment channels, especially the online-payment gateways. The 
last level of awareness shows that there are different understandings and views on how 
purchased products or services could be delivered, accompanied by the fact that there is still a 
lack of delivery agents in the investigated case studies. Furthermore, this research argues that 
awareness should not be perceived as a holistic entity that influences the engagement of e-
commerce in Jordan, but rather as multiple degrees of awareness associated with different e-
commerce processes, each with a different impact on the overall process. Each should be 
tackled individually by stakeholders.  
 
5.3.3 E-COMMERCE PROCESSES AND LEVELS OF AWARENESS FRAMEWORK 
 
The process of e-commerce is perceived as four interconnected processes collectively 
performed by online users to buy a product or service, as indicated in Figure 5.7: browse an 
online catalogue, choose a product or service, pay, and give delivery instructions. This would 
permit awareness to be accurately divided into four levels, each level associated with a process 
of an e-commerce transaction. 
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Figure 5.7: E-commerce Conceptual Framework 
 
When levels of awareness are projected on e-commerce, a new perspective is developed, and 
a greater emphasis is placed on the awareness identification process. The proposed framework 
in figure 5.7 provides a great insight for various e-commerce players to focus on when adopting 
e-commerce; it is imperative for stakeholders and business offerings to consider these levels of 
awareness in different areas of their business, such as designing the catalogue and the content 
strategy. Additionally, a comprehensive customer awareness study in e-commerce acquisition 
journey would add considerable value to the proposed framework and Information System 
practitioners. However, given the analytical nature of this research rather than the holistic 
approach, the focus is more towards breaking down the customer awareness into little chunks 
that provide particular insights for Information System analysts and practitioners. Therefore, 
adding value to the Information System value chain by identifying bottlenecks in such a process 
from the perspective of customer awareness. This has directed the research to investigate the 
readiness of Jordanian business to participate in e-commerce. In addition, the research aims at 
exploring the stakeholders’ involvement in facilitating e-commerce in Jordan. 
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5.4 PHASE 3 FACILITATING E-COMMERCE IN JORDAN 
 
5.4.1 STAKEHOLDERS INVOLVEMENTS  
 
Although existing literature focuses mainly on identifying e-commerce challenges from the 
technological perspective, the call for a study was needed to point out the role of key players 
in solving the challenges towards e-commerce development. E-commerce has enormous 
potential to succeed in Jordan. However, this success is destined to failure if not systemically 
investigated and facilitated to meet Jordanian consumers’ needs and objectives. Therefore, this 
phase aimed to investigate the role of government and stakeholders in facilitating e-commerce 
and their involvement in e-commerce awareness. As this phase initially involves exploratory 
research, a qualitative approach was adopted. A qualitative approach is suitable to discover and 
gain an in-depth understanding of the phenomena (Neuman, 2002). Therefore, semi-structured 
interviews were conducted in July 2016 with twelve participants from three agencies namely 
Finance, Delivery, and Government, these are shown in Table 5.8. The participants were 
selected based on their role and involvement in e-commerce. Each interview in the study was 
contributed to the potential outcomes.  This study shed the light on the current practices of 
those agencies in facilitating e-commerce activities. Also, it provided useful insights on some 
area of improvements to overcome some of the challenges facing e-commerce adoption in 
Jordan. 
Table 5.8 Interviews Participants 
Sector Role Number of 
Interviewees 
Bank A Branch Manager 1 
Bank B Digital Marketing Manager 1 
Bank C Branch Manager 1 
Payment Gateway Sales Manager 1 
Delivery Agent A Branch Manager 1 
Delivery Agent B Dispatched Officer 1 
Delivery Agent C Branch Manager 1 
Customs N/A 1 
Legislations Researchers in E-commerce 
Law 
4 
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5.4.1.1 INTERVIEWS PROCESS 
 
After obtaining the required approval, the participants were asked to participate in the study. 
The researcher visited the participants in their workplace at a specific time. Each of the 
participants was interviewed individually. The researcher started all interviews by introducing 
himself, his research, and the purpose of this interview. These were followed by asking the 
interviewees for personal information including their names, jobs, and experience. Later on, 
the researcher asked the interviewees to read the interview information sheet and asked to sign 
the consent form if they agreed to participate. The interviewees were notified that the 
information that will be taken from these interviews would be handled confidently. 
Furthermore, the researcher described the aim of the research to the participant and highlighted 
that based on their role and experience, their participation will be important to the study. The 
duration of each interview conducted was between one hour and one hour and a half, and the 
questions were open-ended. The interview questions were designed to tackle the involvement 
of each participant in facilitating e-commerce in Jordan and to identify their role in the four 
levels of e-commerce awareness emerged from the previous study among the Jordanian 
customers. Table 5.9 shows the interviews questions.  All twelve interviews were recorded. 
The analysis of the interviews involved various steps. Firstly, the recorded interviews were 
transcribed and typed. This step was achieved by listening to the recordings, and transcript in 
Arabic and then translating the produced transcript into English. In total, the recorded 
interviews resulted in 62 pages of transcription in both Arabic and English. After the 
transcription and translation, each question was analysed separately for individual participants. 
Furthermore, to ensure the validity and reliability of the translation, the research asked Arabic 
speakers to check the translated transcripts. The interviews were continuously interpreted 
throughout the study and used a thematic analysis as qualitative data were collected. Appendix 
(K) shows a sample of the transcripts. 
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Table 5.9 Interview Questions 
Participant(s)   Question(s) 
 
 
 
Banks 
 
 
Payment 
Gateways 
 
Q1: Do the current payment cards (debit, credit) allow the account holders to pay through swipe 
card machines? 
If Yes: Using the same cards, can they pay online? 
If No: why?  
Q2: Do you facilitate or offer card machines for retailers? 
Q3: Other than the current payment cards, do you have any alternatives that can allow the clients to 
use to purchase online? 
Q4: Is the bank/company aware that better EC means more online transactions which mean more 
value for bank/company? 
Q5: Are the clients aware of your services (facilitate online payments)? If yes, how do they know? 
 
 
 
 
Delivery 
Agencies 
Q1: Do you deliver nationwide? 
Q2: Let us assume that I have an account with you, and I would like to pay something online. What 
services may you provide to deliver my purchase from overseas? 
Q3:  What about the other cities? 
Q4: Are your customers aware of your services? If yes, how 
Q5: Would you think that delivery is a major issue in EC success in Jordan? 
 
 
 
Researchers in 
E-commerce 
law 
Q1: How the current EC law can protect online customers? 
 
Q2: Are Jordanian customers aware of EC law? 
 If no, why? 
Q3: Would you think that the current EC law is sufficient to encourage customers to shop online? 
Q4: Would you think that EC law is an important factor that determines the success of EC in 
Jordan? 
Customs 
 
Q1: Does the tax policies apply to the online products as the traditional products?  
Q2: Would you think the high tax maturity on online products will decrease the volume of E-
Commerce transactions in Jordan? 
Q3: What is the role of Jordanian customs in encouraging EC activities? 
Q4: In your point of view, to what extent the online customers are aware of the customs 
procedures? 
 
5.4.1.2 INTERVIEWS ANALYSIS AND FINDINGS 
 
The results of the interviews have identified the role of the participants in e-commerce 
adoption, their views on the challenges that impediment e-commerce adoption, and the solution 
for those challenges to facilitate e-commerce in Jordan. Therefore, three themes were identified 
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and classified during the analysis. Those themes are government support; economic issues, 
socio-culture issues. Table 5.10 presents the captured themes. 
Table 5.10 Interviews Captured Themes 
Government Support Economic Issues Socio-culture Issues 
Government Support Payment Systems  
Awareness 
E-commerce Legislation Postal Service 
 
 
GOVERNMENT SUPPORT 
 
 The level of government support in e-commerce development is crucial for successful 
adoption especially in the developing countries (King et al., 1994; Molla, 2005). By setting up 
the required IT infrastructure, it will affect the process of e-commerce development and inspire 
both public and private sectors to adopt e-commerce. In the Middle Eastern countries, e-
commerce implementation decisions are taken by the government. Therefore, its level of 
support will have an impact on the economic growth as the number of internet users are rapidly 
increasing (Molla and Licker, 2005 a). Despite the advantages that e-commerce can offer, the 
government involvement in most of the Middle Eastern countries has not reached the desired 
expectations. For example, lack of government support was a significant barrier to e-commerce 
adoption in Oman (Khalfan and Alshawaf, 2004), and Saudi Arabia (AlGhamdi et al., 2012 b). 
The government in Jordan however, has proposed various initiatives to drive e-commerce 
development to the required level by providing guidance and support for the private sector 
(Halaweh and Fidler, 2008). Nevertheless, the Jordanian government has underestimated the 
impact of e-commerce on the economic growth by shifting its focus on the implementation of 
e-government programme. Consequently, this has prevented the successful spread of e-
commerce and directed the research conducted in the field of e-commerce development toward 
e-government implementation. Several scholars have investigated the government support of 
e-commerce development and have found that businesses who adopted e-commerce were 
perceived higher government support than non-adopters (Molla and Licker, 2005 a; AlGhamdi 
et al., 2012 a; Al-Qirim, 2006; Kurnia, 2006; Nasco et al., 2008; Papazafeiropoulou, 2004). In 
Singapore, for example, the government support level was high enough to lead the country in 
e-commerce adoption, not only in their initiative towards e-commerce infrastructure but also 
in developing a strategic plan to increase the level of awareness among society (Chan and Al-
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Hawamdeh, 2002). Therefore, the Jordanian government should plan strategies to achieve and 
raise national awareness of the Internet and e-commerce by providing a marketplace that 
complies with customers’ needs, reducing the administration, operations costs, taxation, and 
increasing the investment in the ICT infrastructure (Al-Weshah and Al-Zubi, 2012). 
Furthermore, previous studies have shown that some of the e-commerce challenges cannot be 
addressed without the government’s support such as e-commerce legislation and awareness 
(Yaseen et al., 2015). The Jordanian government is responsible for setting the e-commerce laws 
and facilitating other services like reducing taxation for products purchased online. An 
interviewee from Jordanian Customs department said: “Our role in e-commerce is quite 
important, and we understand the advantages of e-commerce to our economic growth. 
Therefore, for the products purchased online for 200JD and below, we have waved the customs 
tax to encourage customers to buy online”. Consequently, government support plays an 
important role in e-commerce adoption and it has the potential to make a positive contribution 
to e-commerce development or more negatively to place barriers in the way (Yaseen et al., 
2015). However, the analysis revealed that the government does not support e-commerce in 
terms of customers’ protection. The following subsections discuss the finding of the interviews 
on the role of government to product online customers and businesses. 
 
E-COMMERCE LEGISLATION 
 
Jordan became one of the first countries in the Middle East region to enact laws regarding ICT 
related transactions following the spread of internet use in the (Al-Ibraheem and Tahat, 2006). 
This legislation followed the realisation that the internet customers need to be protected 
because the internet poses fraud and mistake threats. Jordan introduced the Electronic 
Transaction Law (ETL) to provide legal backing for electronic transactions. However, it did 
not nullify other laws that already existed. Where there is a shortfall in the new law, traditional 
contracting laws are still applicable. The new ETL covers a wide area of internet transactions 
including computer information transactions, general sale of goods and services via the 
internet, and other inter-party transactions conducted online. The scope of the act applies to all 
business-related transactions and government or official institution which approved 
transactions. Enforcement of the act requires that both parties agree that they are going to 
conduct their transactions online. 
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The Electronic Transaction Law (ELT) was firstly drafted in 2001/no.85, then it was modified 
in 2015/no.15. This law covers both public service and business-related transactions. This law 
was endorsed to be a model online transaction law, which was adopted by the United Nations 
Commission on International Trade Law (UNCITRAL) in 1996. Interviewee 2 stated that “The 
main purpose for the ELT was to acknowledge the transactions which take place electronically 
with the same legal value of the traditional environment. However, there were no important 
for this law as the article no.102 in Jordanian law stated that, it is legal to conduct transactions 
or contracts by phone, fax, and other electronic means, and the Internet is part of these means”. 
 
Legislation of the ETL, however, did little to protect better or offer a legal basis to address 
legal issues compared to the already existing law. The model law that existed had provision to 
include any new emerging technology within its jurisdiction. In this case, the emergence of the 
internet and internet-related businesses could be accommodated under the old law by adjusting 
some articles in the law. The new law did not protect the consumer in an Internet-based 
transaction in the same way as a consumer in any other transaction conducted offline. The new 
law failed to address concerns of internet businesses which include increased threats of fraud 
and mistakes as compared to other traditional transactions. In this respect, the legal framework 
in Jordan is not adequate to ensure safe and convenient transactions over the internet and needs 
reviewing. The following paragraph was quoted from one of the participants who argue that 
the Jordanian law not adequate to protect the online users. 
Interviewee 1: “There is a lack of the Jordanian ET legislation, as the legislator was only 
concerned to recognise all transactions which are conducted electronically are legal. 
However, the legislator was supposed to organise the transactions between traders and 
customers. On this basis, all the e-commerce laws were formed, such as the UK e-commerce 
law for 2002, the French e-commerce law and the European e-commerce directive law. These 
laws focused on customers, while the Jordanian law did not pay attention to this point as it 
mainly focused on recognising the legality of electronic businesses.” 
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AWARENESS OF LEGISLATION  
 
 The finding of the interviews revealed that awareness about legal aspect in e-commerce is 
vital. Customers and businesses need to be aware of the legality of conducting online activities. 
In addition, awareness about their legal protection is another crucial aspect. Failing to do so, 
could result in being a victim of various activities such as fraud and aggressive advertisement. 
Jordanians people are not legally educated, as most of them are not aware of the legal 
framework that governs e-commerce. On the other hand, even if people are aware of the 
existence of this law, the ETL itself was drafted in a very complex way. This also points to the 
limitation of this law as the model transaction law has been literally translated. The law used 
purely legal terms and jargons which make it difficult to understand by the non-special reader, 
also without giving any consideration to the terms used in the Jordanian market.  
 
Interviewee 3: “Jordanians have uncertainty, and they have a very big problem regarding 
awareness. Also, there is a problem regarding the legal education”. 
The house of parliament usually endorses the law in Jordan after a series of procedures. Then 
it will be published in the official newspapers, so the public know about it. Then after 30 days, 
this law become legitimate and legally enforceable. However, in Jordan, many people do not 
read the newspapers. Therefore, the role of universities and schools become significantly 
important to announce these laws. In addition, the use of television advertisements where that 
Jordanian citizen become aware what are the laws, which gives them a series of rights and 
duties.  
 
Furthermore, if the Jordanian government is interested in the success of e-commerce as it is in 
the e-government, it must use the same methods that were used to inform people through 
television advertisements and applications. Interviewee 2 said:“What is needed from the 
government is to produce at least one application that aims to make people aware of  
e-commerce in general and the legislation in particular. This action will make a big shift in the 
development of e-commerce in Jordan”. 
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E-COMMERCE LEGISLATION SOLUTIONS 
 
There is no doubt that the existence of e-commerce law will enhance the development of e-
commerce implementation and adoption in any country. The UNCITRAL law issued a model 
online transaction law so all countries around the world can follow to ensure that there is no 
conflict of laws, especially because e-commerce is an international and borderless in nature. 
Therefore, there had to be an agreement of laws to create some sort of harmony in the rules 
that govern e-commerce. The ETL in Jordan is an important aspect of recognising the existence 
of e-commerce. However, this law has many limitations, as some rules governing the 
relationship between parties who are contracting electronically are not detailedly clarified. 
Consequently, all the rules governing the contract will be turned back to the general rules in 
civil law. 
Jordan has an opportunity to borrow from other countries that already have established laws 
governing internet businesses such as the USA and UK. In these developed nations, the 
consumer is protected through adequate regulations that govern how online stores should be 
established and how internet service providers should operate. By referring to these models, 
Jordan stands to benefit by instituting adequate relevant laws that apply to their situation 
without having to use many resources in extensive research. The nature of online transactions 
is quite different from other transactions in several ways.  
 
Firstly, the parties involved carry out their transaction at a distance from each other, unlike 
other transactions where they are located in one place. Lack of this physical presence gives rise 
to certain concerns thus requiring regulation to protect the parties. Secondly, online 
transactions involve added risk to the buyer compared to the traditional transaction settings. 
For example, in a traditional setting, the buyer is physically present at the store and has the 
opportunity to examine the product before making a purchase. This is usually not the case in 
an online transaction. This calls for legislation that can protect the buyer in the event of a 
contract where the seller took advantage of the circumstance to defraud the buyer, or vice-
versa. To encourage e-commerce adoption in Jordan, the Jordanian legislature should ensure 
both businesses and customers are adequately protected and are aware of the protection 
afforded him/her. 
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Legislation has a crucial role, and it consists of combinations of elements. Therefore, each 
element of law required to achieve an objective, and this objective cannot be achieved by 
e-commerce law only, but there are a set of laws that should be endorsed to achieve this goal. 
Therefore, Jordanian legislator required not to make the same mistake by issuing electronic 
consumer protection law where there is an absence of the consumer protection law in the 
traditional environment, where the customer can trust the traditional market in the first place 
and being confident to make the transition to the electronic market. On the other hand, the 
successful Self-Regulation model which was adopted by “E-Bay” to ensure consumer 
protection could be a decent option that the legislator can force online businesses to adopt. 
Thus, this will increase the consumer protection by providing refund policies and various 
payment options. This will cover most of the limitations that the ETL failed to include. 
ECONOMICAL ISSUES  
 
PAYMENT SYSTEMS  
 
The diffusion of the Internet has radically changed the financial services industry. Many banks 
have established a presence on the Internet using web technologies providing customers with 
the opportunity of performing transactions by various means (Aladwani, 2001). The 
availability of reliable payment systems such as debit and credit cards provided by financial 
sector like banks that facilitates the online payment transactions is critical to the development 
of e-commerce especially in the developing countries (Oxley and Yeung, 2001). Such service 
makes the payment over the Internet possible through credit, debit, or digital money. It also 
facilitates other transactions conducted online like delivery of those products purchased over 
the Internet. Its development also requires reliable and secure payment infrastructure to avoid 
frauds and other illegal actions. A supportive electronic payments infrastructure is crucial to 
ensure the success of e-commerce, which considers a bridge between e-commerce and the 
financial firms of the economy. The efficiency and availability of the payments system itself 
can help or hinder the development of e-commerce.  
 
In most developing countries, customers may be unable to purchase online because most of 
them do not own credit cards. In addition, many firms in the developing countries do not have 
payment systems that are available to do online shopping (Molla and Licker, 2005 a). Previous 
studies have found such problem for B2C e-commerce in Russia, India and Latin America 
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(Hawk, 2004; Hilbert, 2001). In Asia, 35–40% of transactions are cash-based (Biederman, 
2000). Other aspects of financial systems are also underdeveloped (Kenny, 2003). In the 
Caribbean, local banks do not process online credit card transactions or other forms of 
electronic payment systems (Fraser and Wresch, 2005; Wresch and Fraser, 2006). Similarly, 
in China lack of online payment processes directly inhibit e-commerce (Kapurubandara, 2009). 
The banking sector in Jordan is not an exception to this challenge; it is yet to be fully utilised 
as a value-adding tool to improve customer relationships and achieve cost advantages. 
Unavailability of credit cards is also a major impediment in Jordan (Mercer, 2006; Kenny, 
2003; Biederman, 2000). However, the analysis revealed that most banks in Jordan allow their 
customers to use their cards to purchase online upon activating their cards in advance, but there 
are certain rules and procedures. According to interviewee A, “There are two types of cards 
available to our customers: Visa Electronic cards and Charged cards (Credit Card), both 
cards authorised its holder to make online payments, but he/she have to activate in advance. 
Banks and payment gateways were aware of the trust issue, especially within the Jordanian 
culture. Therefore, to reduce the possible exposure to theft and fraud allowed with debit and 
charged card, they provided an alternate solution for those who are willing to shop online 
without the need to expose their card details. Interviewee B and C stated, “Recently, we started 
to issue an online shopping card called (Pre-Paid Shopping Card) which allows any existing 
clients and non-clients to deposit a certain amount of money in advance to use this card with 
some additional fees We believe customers will feel confident this way.” Interviewee C said, 
“We have to think of online payment options to build the trust and encourage our customers to 
buy online. Otherwise, this will affect the decision to adopt e-commerce and decreases the 
volume of transactions”. 
Despite the solutions offered by banks and payment gateways, customers in Jordan still not 
aware of these services. Lack of awareness of payment systems has created a barrier to e-
commerce adoption. Therefore, service providers should follow an awareness strategic plan to 
utilise and create a greater potential for their customers to participate in e-commerce. 
Interviewee A explained why E-Commerce is still not widely used “In Jordan, there is 
insufficient awareness and understanding of E-Commerce services”. Thus, awareness of online 
payments is crucial for successful e-commerce adoption in Jordan and developing countries in 
general. 
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The example of Barclays UK campaign that was mentioned earlier in chapter (2) shows how 
customers can be engaged and aware of the online banking services.  This is an example of a 
campaign that business and the banking sectors in Jordan should take into account to raise the 
Jordanian customers’ awareness. 
 
POSTAL SERVICES  
 
Development of postal services in a country affects the rate of e-commerce growth. This is 
because most of the e-commerce products rely on postal services to facilitate their operation 
such as delivery of parcels, bills, and transactional documents (Dayan, 2012). In this respect, 
postal operators all over the world are quickly advancing their services to accommodate crucial 
ICT solutions that support e-commerce. This includes integrating payment and parcel tracking 
services in their ICT systems and offering solutions to counter the increasing problem of illegal 
and counterfeit products originating from e-commerce.  
 
Jordan is considered to be adequately high in terms of technical preparedness and professional 
preparedness. However, it is still in an earlier stage of developing some services. One of these 
services is the Jordanian postal system which runs by the government. The postal service is 
underdeveloped as compared to first world country standards, but quite adequate to offer basic 
postal services to the country’s’ customers. Services offered include money transfer, mail and 
parcel delivery through rental post office boxes (Jordan Post, 2009). 
In Jordan, the delivery system does not include doorstep delivery, as there is no associated 
address to the streets and homes in most of the cities, which makes it difficult for e-commerce 
business to serve their customers effectively. Since the mail is still handled manually, most 
people pick up their mail from post offices (Dayan, 2012). This operating environment is 
counterproductive for the growth of a new age system such as e-commerce which relies heavily 
on access to information of customers. The lack of an efficient postal system is equally 
detrimental to customers as well. For e-commerce customers, the delivery system is an 
important service in order to get their products on time and at a fair price. However, when it 
comes to accesses to e-commerce services, customers in Jordan are still facing two major 
issues: 1) lack of an assigned home address, 2) some businesses do not post their products to 
specific countries. This makes it challenging for customers to take advantage of e-commerce 
services even if they are aware of its benefits. Delivery Agent A stated how the postal public 
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delivery services operate in Jordan, “We have a post office in each city in Jordan, customers 
can rent a Post Box and get his/her mail delivered to it. We usually notify our customers by 
calling them or sending text messages to collect their postage from their local post office”. 
However, the private delivery agencies in Jordan are operating differently Delivery Agent B 
and C said “Customers usually provides their contact details and city address in their orders; 
therefore, we usually call the customer to arrange the delivery to their most convenient place. 
Often the customer directs us to their existing place to get their postage”.  
 
Lack of an assigned home address is not only limited to Jordan, where most of developing 
countries are faced with the same issue. Since allocating an associated address to every home 
in Jordan seems to be difficult at this stage, as this will require a vast of resources and planning 
and above all, it cannot be achieved overnight. Therefore, the two alternative options provided 
by the delivery agents can lead to some extent wave this challenge. This will ensure the 
customers that their postages will be delivered to them anytime and anywhere in Jordan. 
Secondly, some businesses do not post their products to specific countries. Customers in Jordan 
are facing another type of challenge, even though they are extremely interested in e-commerce 
services, the weaknesses in supplemental systems prevent them from using e-commerce like 
their counterparts in other countries. Some businesses are only posting their products to specific 
countries or regions, and Amazon is one of them. This could be due to the complexity and 
unstructured delivery system in Jordan. Since there is no associated address to the streets and 
homes in most of the cities, Amazon needs to deal with different delivery agencies to make 
sure their products are delivering to the exact address. Jordanian are well introducing to some 
well-known online shopping sites, but their engagement was not present due to different 
reasons, and one of them is the delivery barrier. Therefore, the role of delivery agents’ plays a 
major role in solving this issue. Two participants provided a suitable solution during interviews 
Delivery Agent B, and C said “We understand that some customers cannot have their products 
deliver to them due to their location and Jordan is one of them. Therefore, we offered our 
customers to open a virtual account in any country that allows them to have their products 
delivered, then when their products delivered to that address we ship it to Jordan”. 
The previous statement provided by privet delivery agents could be a proper solution for 
customers who are willing to shop online from businesses that are not shipping to certain 
countries. However, this challenge remains with the high service cost, as most of the customers 
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they do not afford the shipping cost added to their purchase. Therefore, a new solution should 
be found to overcome this issue.  
 
Awareness in e-commerce plays an important role in its adoption. Each process in e-commerce 
cycle requires a certain level of awareness to complete the purchase online successfully. 
Therefore, awareness of the delivery services available to the customers is an important aspect. 
Customers need to distinguish between the affordable and sufficient delivery service available 
to him/her. Online businesses are responsible for posting information about their products and 
shipping information, while customers have the option to choose the convenient shopping 
service. Therefore, customers should have a certain level of awareness to complete their 
purchase. 
 
SOCIOCULTURAL BARRIERS  
 
E-COMMERCE AWARENESS  
 
 
In most developing countries, sociocultural characteristics associated with e-commerce poses 
a challenge and consider as a major barrier to e-commerce development. Lack of e-commerce 
awareness is the most critical inhibitor cultural barrier which prevents customers to engage in 
e-commerce. According to Molla and Licker (2005 a), it is a factor taken for granted in 
developed countries. Awareness about all aspect of e-commerce is important to ensure the 
success of e-commerce adoption. Customers need to be aware of the availability of services 
they can choose while shopping online. For example: what are the payment and delivery 
options available to them? What their right and what are the laws that ensure their protection. 
By acknowledging those elements, customers become familiar with e-commerce hence it 
enhances the chance to adopt e-commerce. Rogers (2003) argued that awareness about e-
commerce and its benefits is an important initial stage that may affect the decision to adopt or 
reject the adoption. Once a customer has become aware of the potential of e-commerce he/she 
will make the decision to shop online. 
 
Lack of e-commerce awareness among customers was found in most of the Middle Eastern 
countries such as Saudi Arabia, Jordan (Al Nagi and Hamdan, 2009; Zeglat and Alzawahreh, 
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2012; Yaseen et al., 2016 b), and other developing countries like India and China (Ghobakhloo 
et al., 2011; Lawrence and Tar, 2010). Furthermore, awareness of e-commerce has received 
serious attention by many interviewees. They consider it as an essential solution for e-
commerce adoption. The interviewee A, a researcher in e-commerce law stated: “customers 
need to be aware of the advantages of adopting e-commerce, but this cannot be done without 
a collaborate effort from e-commerce decision makers such as government, banks, and privet 
businesses”. Therefore, to achieve this, interviewees B, C, and D have suggested that “There 
has to be a strategic plan to promote all aspects of e-commerce to make customs aware of how 
e-commerce works and what its benefits are. Customers must be aware what are the legal 
issues concerning e-commerce, how to pay for their products and services, and finally how 
they can get their purchases”. 
Figure 5.8 shows the stakeholders involvement in facilitating e-commerce in Jordan. This 
figure presents the stakeholder's involvement in facilitating e-commerce in Jordan. Each plays 
a crucial role in rising e-commerce awareness for Jordanian customers through versions 
services and channels. Their involvements have shown their enthusiasm towards the 
development and adoption of e-commerce. The interviews analysis revealed that although there 
are many challenges facing e-commerce development, the participants have provided several 
solutions to overcome those challenges.  
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Figure 5.8 Stakeholders Involvement in E-commerce Awareness  
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5.4.2 BUSINESSES INVOLVEMENTS 
 
E-commerce has become an increasingly important initiative for businesses. Businesses adopt 
e-commerce for various reasons and perceived benefits. Some of these benefits include better 
sales, better integration of suppliers, more marketing channels, lower transaction costs, better 
customer communication, and market expansion (Damanpour and Madison, 2001). In addition, 
e-commerce has not only provided value for businesses but has also increased the rate of 
economic growth. In fact, it has impacted the efficiency, effectiveness, productivity and quality 
in terms of expense reduction, increased revenue, and return on investment (ROI). 
Businesses in most countries are undertaking ambitious steps to transform their businesses and 
are moving toward adopting e-commerce. Although the diffusion of Information 
Communications Technology (ICT) into businesses is essential for the achievement of 
productivity, growth, and the efficient functioning of the information society, most businesses 
in developing countries have not benefitted from ICT. The factors affecting e-commerce 
adoption decisions have been well studied, but few studies have investigated the adoption of e-
commerce among businesses in developing countries (Moodley and Morris, 2004). 
Consequently, there is still doubt about how Business-to-Customer (B2C) e-commerce will 
actually lead firms in developing countries to new trading opportunities (Humphrey et al., 
2003). Thus, understanding B2C e-commerce adoption has become an important issue.  
The adoption of e-commerce by businesses generally in Jordan is still relatively new (Al-
Weshah and Al-Zubi, 2012). Without a doubt, limited studies have investigated the emerging 
e-commerce in Jordan. Consequently, it is very important to gain an in-depth understanding of 
e-commerce as a concept as well as the barriers and drivers from businesses perspectives to 
facilitate e-commerce in Jordan. Therefore, the researcher conducted a focus group study to 
address the gap in e-commerce adoption literature by exploring this topic in developing 
countries, using Jordan as a case study. In particular, this study attempts to provide insights 
into the salient e-commerce adoption by focusing on Jordanian retailers. 
The focus group seeks to investigate the current practice, understanding, and common issues 
regarding e-commerce through the lens of retailers in Jordan. Thus, a focus group was 
conducted with owners of retailers. A focus group is usually conducted with a specific purpose 
to address a knowledge gap that the focus group is supposed to fulfil. A focus group is an 
appropriate method to gather knowledge from various individuals.  
116 | P a g e  
 
Each individual in the study has knowledge on a specific issue and when this information 
comes together, is shared and discussed, the results should highlight some potential outcomes. 
The researcher guided the group by posing open-ended questions and questions oriented 
towards e-commerce practices. The group comprised owners of traditional businesses in 
different parts of Jordan, where the transformation is likely to begin; traditional retailers are 
potentially a target for the initial adoption of e-commerce.  
The recruitment of the participant has given a lot of consideration, where the research needed 
to include businesses that already involved in e-commerce activities. However, after many 
attempts to contact local online businesses, the researcher was unsuccessful to get any response. 
Therefore, the focus group involved twelve participants from various traditional retail sectors 
which are the potential businesses that could act as a leading model for e-commerce 
development in the future. Those retailers own different businesses namely mobile and 
technology shop, clothing shop, grocery shop, food industry, bookstore, and maintenance and 
construction. Those sectors could if they succeed to turn their business to e-commerce. Table 
5.11 shows the participants and their businesses. The study took place on 26th of July 2016; 
each participant was asked about their perceptions, opinions, and attitudes towards e-commerce 
adoption in Jordan. 
Table 5.11 Focus Group Participants 
 
 
 
 
 
 
Focus Group 
Business Type Year(s) of Business Role 
Mobile & Technology 6 Owner 
Mobile & Technology 3 Owner 
Mobile & Technology 5 Owner 
Food industry 8 Owner 
Food industry 3 Owner 
Bookstore 4 Owner 
Bookstore 10 Owner 
Groceries shop 2 Owner 
Groceries shop 1 Owner 
Clothing shop 4 Owner 
Clothing shop 2 Owner 
Maintenance & Construction 12 Owner 
Maintenance & Construction 5 Owner 
 
 
5.4.2.1 FORMULATING THE FOCUS GROUP QUESTIONS 
 
Because the focus group lasts roughly one or two hours, time will only allow for four to seven 
questions. The focus group began with introductory and ice-breaker questions and then moved 
into more focused questions on the core issue. The introduction lasted roughly 10 minutes 
where the traditional retailers were asked how they conduct their businesses.  
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The questions were asked to assess the local traditional retailers’ awareness and readiness to 
adopt e-commerce. As represented in Table 5.12, the researcher began with the participants’ 
understanding of the e-commerce concept. This opening question, where participants became 
familiar and warmed up, shed some light on how e-commerce activities are performed. Asking 
about the definition of e-commerce also helped in identifying any possible ambiguity about 
this topic which could impact achieving a common goal or implementation. The second 
question directly asked about the barriers that hinder e-commerce adoption; in line with 
previous research, this study assumes that technology infrastructure is not the main barrier to 
partial or initial e-commerce adoption. Therefore, this question helped to identify some of the 
existing issues in terms of governmental and stakeholder’s collaboration and support.  
The third question was open-ended and aimed at identifying the drivers and motivations to 
adopt e-commerce among different retailers. This helped to measure the potential collaboration 
between retailers and other stakeholders. The fourth question explored the retailers’ views on 
their awareness and readiness to adopt as well as identify successful implementation factors. 
The fifth question asked about the main requirements that are potentially needed to be ready 
for adoption, as well as what it would take to make being an online retailer possible. 
Table 5.12 Focus Group Questions 
Participants Questions 
 
 
Traditional Retailers  
in Jordan 
What is E-commerce? 
What are the barriers to e-commerce adoption? 
What are the drivers of successful e-commerce adoption? 
Readiness for implementation 
What are the requirements to adopt e-commerce? 
 
5.4.2.2 FOCUS GROUP ANALYSIS AND FINDINGS  
 
The focus group adopted the collaborative social research approach where the researcher and 
a group work together to share their knowledge and ideas about a specific area in need of 
improvement. The analysis of data gathered in such a collaborative approach is accomplished 
with the participants, who are seen as potential online business retailers. In this study, audio 
recorded conversations were produced (a total of 2:42 hours). Analysing the focus group 
involved various steps. Firstly, key themes and areas of agreement or disagreement were 
identified as well as observing useful quotations which answer the objectives of this research.  
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The recordings were transcribed and typed. This process was achieved by listening to the 
recordings, and transcript in Arabic and then translating the produced transcript into English. 
Although this process took time, the results and outcomes were confirmed in both languages, 
helping the researcher to capture some of the expressions and colloquial language used by 
traditional retailers in the context of businesses. In addition, the double review process has 
significantly contributed to identifying themes and patterns in the focus group discussion. In 
total, the recorded conversations resulted in 16 pages of transcription in both Arabic and 
English. 
After the transcription and translation, data could be more easily visually analysed where 
commonalities and patterns were identified and developed into codes as depicted in the 
following table. 
Table 5.13 Focus Group Codes and Patterns  
Definitions Barriers Drivers Requirements 
Selling products around the 
world 
Tax and customs Provide legal 
framework 
Joint collaboration 
Transaction between online 
retailers 
Protection law Improve 
communications 
Increased awareness 
Market expansion Government support Simplify the procurers 
for business 
Government support 
Moving from traditional 
environment to digital 
Continuous changing 
rules and policies 
Increase awareness Providing legal 
protection 
Using the Internet to shop Lack of awareness Collaboration between 
stakeholders and 
government 
Decrease the taxes and 
customs duties 
 
 
The participants in the focus group provided the answers in the table 5.13. Each participant 
answered the question based on his/her knowledge and experience. The identified themes were 
highlighted and then later moved onto a separate sheet, where the most frequent answers were 
collated within one category. 
 
Question 1: Definition of E-Commerce 
The first question asked about the definition of E-commerce. This question aimed to assess 
whether the participants are aware of e-commerce concept.  All the participants have defined 
e-commerce table 5.14 provides the most frequent answers. Although the participants do not 
adopt e-commerce in their business, their answers reflect their awareness and understanding of 
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e-commerce in general. The definitions provided by the participants included most of the 
aspects of e-commerce including selling and buying products globally, using the internet to 
conduct the transactions, using webrooming instead of the traditional market. This finding is 
correlated with the finding of the first phase where customers found to be aware of e-commerce 
existence in Jordan. Although both businesses and customers are considered as the key players 
in e-commerce, therefore their acknowledgement of e-commerce could lead to an initial step 
towards e-commerce adoption.   
Table 5.14: Question 1: What Is E-Commerce? 
Answer 
Online shop that sells products to customers around the world. 
A two-way transaction conducted between retailers over the internet. 
An expansion of current business to a global reach. 
A service which allows customers and retailers to sell and purchase using a web browser. 
The transformation from physical market to digital market. 
 
 
Question 2: Barriers to adopting e-commerce 
Question 2 asked about the barriers that hinder e-commerce adoption; as previously mentioned, 
this research assumes that technology infrastructure is not the main barrier to e-commerce 
adoption and implementation. The participating retailers have contributed the majority of the 
answers in this theme which are presented in table 5.15. From the number of answers given by 
different participants, three businesses participants (Mobile & Technology, Bookstore, and 
Clothing Shop) seemed to hold a very negative view of the level of government support. 
Participants cited ‘Continuous changing government rules, taxes and customs policies’ as some 
of the barriers. Similarly, most of the participants who participated in the interview in the 
previous phase have highlighted that lack of government support is one of the major challenges 
that face e-commerce in Jordan. As a result, this directed the focus group to discuss the role of 
government and whether those barriers could be solved by more collaborative work from the 
private sectors. Therefore, the discussion revealed that a joint collaboration between the 
government, stakeholders, and retailers are essential in order to increase awareness. This can 
be delivered in the form of short courses, workshops, and seminars in order to enhance 
knowledge and build trust.  
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Table 5.15 Question 2: What Are the Barriers to E-Commerce Adoption? 
  Answer 
Lack of legal legislation 
E-commerce is not suitable for all products and services 
Continuous changing of the government rules and procedures 
Lack of government support 
Lack of awareness  
Lack of trust 
 
Furthermore, the participants generally cited similar barriers to e-commerce adoption. All 
participants stated lack of awareness and lack of trust are the reasons why retailers usually 
hesitate to adopt new technology. In addition to the resistance to change, fears and concerns in 
various aspects such as security, privacy. Also, retailers from the Groceries sector seemed to 
have concerns about the type of products and services they can provide through e-commerce. 
They argued that some of their products cannot punches online due to quality and freshness 
reasons. This statement goes in line with the questionnaire findings in the previous study, where 
high turnover products such as grocery and high margin products such as white goods were not 
considered for online purchases by Jordanian customers. The reason why Jordanian retailers 
lack initiative in the adoption of e-commerce may stem from inadequate knowledge about e-
commerce. The analysis of the focus group discussion revealed that most of the retailers do not 
have a good understanding of this new technology and new business model. The Participants 
stated “If we decided to adopt e-commerce, how we can start? And how does it work?”  
Therefore, further studies are needed to investigate how awareness can be projected on 
businesses e-commerce implementations and adoption. 
 
Question 3: Drivers of Successful E-Commerce 
The next theme presented in Table 5.16 presents the drivers of successful e-commerce 
adoption. Some interesting patterns emerged from the analysis. An interesting insight was 
noted that all retailers agreed on the need for joint collaboration between stakeholders and the 
government to create a convenient shopping environment. This appears to be the prerequisite 
driver for successful e-commerce transformation. The participants gave an example of the 
government role in e-government programme successful implementation.  
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Table 5.16 Question 3: What are the Drivers of Successful E-Commerce Adoption? 
Answer 
Provide a legal framework for online users’ protection 
Improve communications between customers and retailers 
Simplify the procurers for business to transform to e-commerce 
Increase awareness among businesses and customers 
Collaboration between stakeholders and government to facilitate a convenient shopping environment 
 
 
Providing a legal framework for online users’ protection was highlighted in many themes 
during the focus group discussion. The participants believe it is one of the important drivers of 
e-commerce that affects many aspects of e-commerce adoption such as trust. Providing a legal 
framework for e-commerce in Jordan is still challenging. As discussed in the previous phase 
interviews findings the legal framework in Jordan is not adequate to ensure safe and convenient 
transactions over the internet and needs reviewing. In sum, the participants emphasised that 
successful e-commerce would include collaborating together to achieve a convenient shopping 
environment, an integrated online platform, better infrastructure along with suitable policies 
and regulations. The drivers have been implicitly underlined by using terms such as 
communication and collaboration, illustrating that retailers seem to be familiar with what is 
needed for an online transformation. Therefore, the various terms used such as ‘help’, 
‘improve’, and ‘increase’ indicate the willingness and readiness of these retailers to be part of 
this collaboration towards successful e-commerce. 
 
Question 4: Successful Implementation  
This question sought to explore the participant’s readiness to adopt e-commerce and to explore 
the factors that contribute to successful e-commerce implementation. The analysis revealed 
that all retailers agreed that the government is responsible for encouraging implementation, as 
some of the challenges cannot be addressed without the government’s support. As previously 
identified in the drivers of e-commerce, the participants seem to be certain about the level of 
support provided by the government as necessary for successful implementation, which is 
reflected in the vast majority of policies and regulations that are endorsed by different parts of 
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the government. Therefore, it appears that government initiatives play a major role in e-
commerce success with the potential to positively encourage e-commerce development or, 
more negatively, become a barrier. This was also confirmed by the third answer in table 5.17, 
where the government was identified as taking the first step towards encouraging the retailers 
to move towards e-commerce.  
Table 5.17 Question 4: Readiness for Implementation 
Answer 
Re-endorsement of online transaction law  
Increase the level of government support 
A first step initiative by the government or well-known businesses 
Raising awareness for both businesses and customers in various channels 
 
In addition, raising awareness is also identified as one factor with a major impact on 
implementation. Awareness in e-commerce refers to the retailers’ and customers’ perception 
and comprehension of the benefits of e-commerce (Rogers, 1995). Therefore, a joint 
collaborative effort is needed to increase knowledge and illustrate the advantages of 
implementing e-commerce for both customers and businesses. A very interesting statement 
mentioned by one of the retailers indicated the willingness to learn and the enthusiasm to be 
involved in e-commerce: ‘Like other businesses in the world, we deserve to be part of the online 
market. We are fully prepared, but we need to know how to start and how to notify people that 
we are online’. Nevertheless, the coordination and intention to achieve this aspect is a shared 
responsibility between the private and public sectors, but little has been done in this respect. 
 
Question 5: What Are the Requirements to Adopt E-Commerce? 
This question was designed to investigate the retailers’ perception of what should be done in 
order to become an online business provider. Even though some of the answers were provided 
in previous themes, the answers to this question have emerged by combing previous themes. 
In addition, the participants seemed to be interested in summarising the exact requirements to 
successfully become an online retailer which may open the doors to other retailers to adopt e-
commerce. The participants shared a common view on establishing active workshops and 
seminars for traditional retailers on how to conduct their businesses online. Therefore, this 
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should be pursued not only for potential e-commerce retailers but also for all traditional 
retailers. 
Various parts of the public sector were mentioned in this theme.  The participants seemed to 
be more concerned about their protection with the absence of online protection laws. 
Consequently, the need for this law is necessary not only for the future of e-commerce 
transactions in Jordan but also in the traditional environment. Furthermore, Taxation and 
customs duties were also highlighted by the participants. Currently, all goods and services 
including online goods are taxed under the normal income tax law, and customs duties also 
apply for goods in Jordan. This practice may not encourage businesses to use e-commerce. 
Unlike other countries such as Canada, in 1999 The World Trade Organization (WTO) agreed 
to impose no new duties on e-commerce (Damanpour and Madison, 2001). Therefore, 
establishing international trade agreements will provide some benefits which include taxing 
and customs facilities. However, the findings of the interview with participants from the 
Jordanian custom department showed the willingness of the Jordanian government to facilitate 
e-commerce in Jordan. As previously quoted, the government have waived the tax and customs 
charges on the products that were bought online under 200JD. This indicates that the 
participants are not aware of the government activities. Consequently, this shows the need for 
awareness is necessary in order for e-commerce to be adopted successfully.   Table 5.18 shows 
the participants’ answers to this question. 
Table 5.18 Question 5: What are the Requirements to Adopt E-Commerce? 
Answer 
Better workshops on how to conduct business online 
Providing legal protection 
Decrease the taxes and customs duties  
Establishing international trade agreements 
Increase the level of government support 
 
E-commerce has become a common and familiar face of business in developed countries. It is, 
however, regarded as an innovation in many countries with less development, where it is still 
in its early stage. Most countries including the underdeveloped have quickly adopted the use 
of internet in various circles of society. In spite of this, e-commerce still remains a challenge 
due to a number of factors, many of which are external and concern international trade like 
shipping and freight handling. In this study, the implementation of e-commerce was 
investigated from the traditional retailers’ perspective. Government support and raising 
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awareness were highlighted as the most common concerns. The study aimed at answering 
questions related to e-commerce implementation and adoption in Jordan. The barriers were not 
seen as insurmountable, but the researcher felt that the traditional retailers were still waiting 
for e-commerce to find them, rather than being proactive about adopting it. This may be partly 
due to the fact that a great deal of business to consumer (B2C) commerce is still conducted 
using cash, and the consumers examine the goods personally before they buy them. 
The enthusiasm of the participants regarding the transformation was noted in the study. 
However, there are still issues requiring a collaborative effort between different parts of the 
government, stakeholders, and the retailers themselves. This collaboration should aim at 
developing a strategic plan to create a convenient online environment to ensure successful e-
commerce adoption.  
 
It is imperative to adopt an incremental approach to implement e-commerce and 
implementation should start by utilising the current drivers to remove the main challenges to 
achieve success. Furthermore, the adoption of e-commerce should be further investigated in 
order to identify the views of the existing online retailers and understand not only their 
successful business model but also their perception of successful implementation. The future 
of e-commerce is not only a technological change introducing new technologies into business 
but also about changing the relationship and roles between businesses and customers and 
creating new values. Trust in a non-face to face model is more difficult to establish, and when 
there are few laws to protect the consumer or the business, in the event of something going 
wrong, the establishment of trust becomes a priority. 
This study presents the Jordanian traditional retailers’ understanding, views, and opinions 
about e-commerce adoption. This study contributes to the academic debate by underlining the 
challenges and opportunities when adopting e-commerce and sheds light on whether it is 
possible to achieve e-commerce adoption and implementation. The focus group analysis 
revealed that awareness is needed as a first step to develop the required knowledge and 
understanding; developing workshops and seminars should be a priority. Improved 
communication between the government and stakeholders is needed to facilitate moving to an 
online environment. Endorsement of businesses and protection laws for customers are needed 
to create trust and confidence. Regulations and policies need to be examined to encourage more 
businesses. In addition, collaboration with other players in e-commerce is necessary to enhance 
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accuracy, in particular, collaborating with the Ministry of Communication and Technology 
(MOICT). Figure 5.9 summarises the focus group findings for e-commerce business adoption.  
 
 
Figure 5.9 E-Commerce Business Adoption 
 
5.5 CHAPTER SUMMARY 
 
This chapter discusses the findings of the studies that were conducted in the research. The 
findings showed that e-commerce awareness plays a crucial role in e-commerce adoption in 
Jordan. The evaluation of e-commerce awareness provided a new quantitative mapping 
technique. It projects a non-integral view of awareness on the e-commerce processes, which 
has resulted in identifying four distinctive levels of awareness. The mapping technique had 
helped to put awareness into perspective as to what process of e-commerce needs to be tackled 
by customers and online businesses and help e-commerce practitioners including stakeholders 
and government to identify precisely where they need to focus on the online acquisition 
journey. These findings have contributed to developing a generic e-commerce awareness 
framework that provides a roadmap for successful e-commerce adoption by focusing on 
awareness. This chapter also discussed the involvement of business and stakeholders including 
the government in facilitating e-commerce in Jordan. Furthermore, throughout the findings, a 
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set of solutions were provided by the participants who took part in the interview and focus 
group studies. Those solutions were proposed to overcome some challenges that face e-
commerce in Jordan. 
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CHAPTER 6: E-COMMERCE AWARENESS FRAMEWORK 
 
 
 
6.6 Chapter Summary
6.5 E-commerce Awareness Framework Implication And Adoption
6.4 E-commerce Awareness Framework Evaluation
6.3 Framework Activities
6.2 E-commerce Awareness Framework Development
6.1 Introduction
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6.1 INTRODUCTION 
 
This chapter presents the development of the e-commerce awareness framework. It also 
illustrates how this framework was evaluated using observation as a systematic data collection 
approach. Finally, this chapter demonstrates the framework implementation process which was 
conducted with nine participants.  
 
6.2 E-COMMERCE AWARENESS FRAMEWORK DEVELOPMENT 
 
The development of e-commerce awareness framework was carried out throughout several 
research stages and has developed over a four years’ period. The initial e-commerce framework 
awareness was developed based on the questionnaire findings (phase 2) which was discussed 
in Chapter 5. In this stage, e-commerce awareness was broken down into multiple coherent, 
interconnected steps and levels. Also, awareness was redefined and projected into E-commerce 
processes. Figure 6.1 shows the conceptual e-commerce awareness framework. 
 
Figure 6.1: E-Commerce Conceptual Framework 
 
Consequently, a mapping technique was needed to put awareness into perspective as to what 
e-commerce process needs to be tackled by the online business and appropriately help e-
commerce practitioners to identify where they need to focus on the online acquisition journey. 
Therefore, a short survey was conducted to help in mapping each level of awareness into e-
commerce processes. Using Survey Monkey, the 386 participants who involved in the main 
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study (Questionnaire) were invited to participate in this study. The survey was conducted from 
4th of September 2016 to 14th September 2016. A total of eighty-six responses were collected. 
The data were analysed based on the responses frequencies using Monkey Survey analysis tool. 
Appendix (J) illustrates the questions.  
The finding of the survey has helped to determine what levels of awareness are needed in each 
e-commerce processes. In the Browsing process, the participants were asked what they need to 
be aware of when browsing the online catalogue. 98% of the respondents believed that they 
need to be aware of the type of the products type. Although 97% need to be aware of the brand 
name, 74% of the respondents believed that they need to be aware of various payment options, 
and 24% of the respondents believed that awareness of delivery options is needed when 
browsing the online catalogue. Figure 6.2 illustrates the correlation between browsing and the 
four levels of awareness.  
 
Figure 6.2: The correlation between Browsing and Levels of Awareness 
 
The second question of the survey has helped to identify the levels of awareness that are needed 
in the selecting process. The findings revealed that 98% of the respondents believed that 
awareness of products type is needed in the selection process., 97% believed that awareness of 
the brand is needed during this process. 24% of the respondents claimed that awareness of 
various payment method is needed, and 15% of the respondents agreed that awareness of 
various delivery options is needed in the e-commerce selection process. Figure 6.3 shows the 
correlation between e-commerce selection process and levels of awareness. 
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Figure 6.3: The correlation between Selection and Levels of Awareness 
 
The third question of the survey aimed to identify the correlation between the e-commerce 
payment process and the emerged levels of awareness. The participants were asked about what 
they need to be aware of when they pay for their selected product.  69% of the respondents 
believed that they need to be aware of the type of the products, 60% answered the brand name. 
However, the minority 95% needed awareness of the various types of payment methods. 
However, only 18% of the respondents believed awareness of delivery options is needed. 
Figure 6.4 illustrates the correlation between e-commerce payment process and levels of 
awareness. 
 
Figure 6.4: The correlation between E-commerce Payment Process and Levels of Awareness 
 
Finally, regarding the delivery process, the participants were asked what they need to be aware 
of when they progress to the delivery process. 73% of the respondents believed that they need 
to be aware of the type of the products type, 65% need to be aware of the brand name, and 67% 
of the respondents believed that they need to be aware of various payment options. However, 
the majority of the participants with 95% believed that awareness of delivery options is needed 
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in this e-commerce process. Figure 6.5 demonstrates the correlation between e-commerce 
delivery process and the four levels of awareness. 
 
Figure 6.5: The correlation between E-commerce Delivery Process and Levels of Awareness 
 
The figures above have identified the correlation between the emerged levels of awareness and 
e-commerce processes according to the survey findings. Where Online customers experience 
different percentages of each level of awareness during every e-commerce process. The 
conceptual framework was modified accordingly where levels of awareness were mapped into 
the e-commerce processes. Consequently, this has helped to put awareness into perspective and 
will help e-commerce practitioners including customers to identify where they need to focus 
on the online acquisition journey. Figure 6.6 shows the modified conceptual framework. 
 
Figure 6.6 The Modified E-Commerce Conceptual Framework 
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The third stage of the framework development included the involvement of businesses and 
stakeholders in facilitating e-commerce and awareness. As discussed in chapter 5, interviews 
and the focus group were conducted to capture their participation in e-commerce which helped 
to identify each stakeholder involvement in various levels of awareness. Therefore, this has 
helped to visualise the e-commerce awareness framework and directed the framework towards 
the final stages of development. In this stage, an additional layer was added to map the 
stakeholders’ involvement against each level of awareness-based interviews and the focus 
group findings. Figure 6.7 illustrates the development of the framework in the third stage. 
 
Figure 6.7: Third Stage of E-Commerce Awareness Framework 
 
At this point of framework development, each stakeholder was given a specific colour 
associated with the level of awareness they involve in. Furtheremore, to integrate this additional 
layer with the original framework and to capture the involvement of those stakeholders in e-
commerce processes at the same time with the levels of awareness. The framework was 
redesigned in a way that can provide a simple interactive visualisation that demonstrates and 
defines the connection and involvement between all entities included in the framework. Figure 
6.8 illustrates the new framework design. 
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Figure 6.8: E-commerce Awareness Framework New Design 
 
The nature of e-commerce process is repetitive. Every time the customer decides to shop 
online, he/she will experience the same activities. Therefore, the round shape in Figure 6.8 is 
best to demonstrate the nature of e-commerce process. In each step of the cycle, customers will 
go through certain activities that are specific to this phase. Besides, a certain level of awareness 
and involvement of stakeholder(s) is needed for each activity. As a result, further research was 
carried out to determine the activities in each process of the framework. The following sections 
discuss the framework research conducted in more details.  
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6.3 FRAMEWORK ACTIVITIES 
 
The finding of this research indicated that Jordanian customers and businesses have a positive 
attitude towards e-commerce. Therefore, they are willing to participate if their e-commerce 
awareness has reached the required level of readiness.  The proposed e-commerce awareness 
framework was developed qualitatively using an observation approach. The observation 
approach involves changes in the attitude, characteristics and behaviour of people being 
observed. Observation is a valuable source of data for personas, scenarios, task analysis, 
requirements elicitation, and storyboards. The study typically tries to answer questions about 
specific groups of people, or about specific aspects of their life (Tang and Leife,1991). The 
process is about gathering information about users and tasks directly from users in their regular 
workplace. The information can be collected through participant observation, interviews, audio 
or video recording, observer logs, artefact collection, diaries and photographs. The observation 
study can provide a more comprehensive perspective of the participant and their environment 
than other forms of research. It is the best approach to understand and observe the participant 
behaviour within the natural environment. 
To determine the activities that form each level of awareness a contextual inquiry approach 
was implemented. The researcher used participant observation to observe and record the 
participants’ activities during the tasks that were given to perform, followed by a semi-
structured interview to obtain information about the participant's experience. However, it 
should be noted that the tasks, not their typical work tasks were but the simulated task for this 
study. Although ethnography would prefer the tasks to be those usually carried out by the 
people in each workplace, the variety of participants made this difficult. 
 The study was conducted in two phases; the first phase aimed to capture the activities during 
the e-commerce process cycle and the second aimed to test and evaluate the framework. The 
observations were performed online using WebEx software. The first phase was conducted on 
the 21st and 22nd of March -2017, and the second phase was held on the 1st and 2nd of April – 
2017. The selected participants in this phase were previously participated in the questionnaire 
study (Phase 2). However, the researcher randomly contacted twelve participants based on 
three criteria, first, the participants who did not previously shop online, secondly, the 
participants who showed they are interested in participating in future research, and finally the 
participants who provided their contact information. This because the researcher needed to 
capture if the participants able to shop online, and to identify the main challenges they may 
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face during the e-commerce processes. A total of nine participants were involved in the study. 
Although all the contacted participants were interested in participating, the researcher included 
only nine participants as the researcher was not getting any additional information and the 
results from the participants were quite similar. As a result, the researcher contacted the 
remaining participants to explain why they were not involved in the study. In addition, the 
researcher promises the participant to participate in future research. The participants involved 
in the study are presented in the following table 6.1.  
Table 6.1 Participants of Observation Study 
 
Participant Role 
Participant (1) HR Manager 
Participant (2) Student 
Participant (3) Accountant 
Participant (4) Student 
Participant (5) Employee 
Participant (6) Student 
Participant (7) Employee 
Participant (8) Student 
Participant (9) Employee 
 
6.3.1 DETERMINING THE FRAMEWORK ACTIVITIES 
 
The study started by sending the participants an email to invite them to join a WebEx meeting. 
Then a phone call followed to explain how to use the software. It also helped to break the ice 
by giving a brief introduction to the study. Although the participants have signed the consent 
form during their previous participation, the researcher asked the participants to sign a new 
consent form prior to participating in this study. The participants were notified that the 
information that will be taken from this meeting would be handled confidently. Subsequently, 
the researcher divided the study into two main scenarios. In the first scenario, the researcher 
asked the participants to buy any product or service that is in their interest. Whereas in the 
second scenario, the researcher asked the participants to buy a particular product from a certain 
website. In both scenarios, the researcher recorded the tasks and took notes. Finally, after the 
two tasks were completed, the researcher asked the participant questions that helped to 
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understand the participant experience during the tasks in depth. The duration of each 
observation was approximately fifteen minutes.  
 
ANALYSIS AND FINDINGS 
 
The participants showed a slight difference regarding their experiences in completing the 
assigned tasks. Although some participants managed to select their product, others struggled 
to find where to search for their products. The study showed that all participants were not 
enabled to shop online.  
 
6.3.1.1 FIRST TASK (THE PARTICIPANT REQUESTED TO BUY ANY PRODUCT THAT IS IN THEIR INTEREST) 
 
The researcher in this task asked the participants to purchase any product or service from any 
website of their choice. Only one participant started with a specific website (e-bay.com) to 
search for a product, while the rest of the participants begun their search using Google search 
engine and upon their choice they were directed to the following websites (Amazon.com, e-
bay.com, Exxab.com, Apple.com, markavip.com, and opensooq.com). This shows that most of 
the participants were not aware of what the retailers are selling. Various products were selected 
which are (Smartphone, Earphones, Camera, Necklace, and T-shirt). Out of the nine 
participants, only two looked for the chosen product specifications. This was captured as 
participants pointed the computer mouse and highlighted some key features of the product. The 
nature of the task could be the reason why most of the participants did not look at the product 
specification as they are not required for actual purchase. Although all the participants seemed 
to recognise the brand of the products they selected, none of the participants was able to 
compare with other products than the one first shown in the results. This either indicates that 
the participants are not entirely aware of the brand of the product or they are not aware of the 
tools to make comparisons. Consequently, this could affect their decision on completing the 
purchase. After adding the product to the shopping cart, all participants were unable to progress 
to next phase. Therefore the researcher offered to guide the participants to move to the payment 
section. This challenge is not only faced by first-time users, as regular online shoppers 
sometimes face a similar issue when they use specific websites which are poorly designed.  
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At this point, all participants met a difficulty identifying which payment methods are available 
to use. In addition, there were some concerns regarding the overall price of the product, as the 
value-added tax (VAT) and delivery charge were added to the product price, and the 
participants were not aware what those charges were. Also, all participants were unable to 
recognise the difference between the delivery types such as First class, and Standard delivery 
and the majority have failed to fill in their shipping address. 
 
6.3.1.2 SECOND TASK (THE PARTICIPANTS WERE REQUESTED TO BUY CANON CAMERA FROM 
AMAZON.CO.UK) 
 
This task aimed to determine whether the previous task has helped the participants to complete 
all the purchase process or not. Although the researcher has specified the shopping website, 
four of the participants have used Google Search Engine to search for Amazon instead of typing 
the Amazon in the URL search bar. Using Google search engine could be a usual habit for 
those users, or they might not be sure about the spelling of the website uniform resource locator 
(URL) name, therefore using Google search will help to get the accurate result.  Furthermore, 
those who used Google were not able to find where to search for the particular product on the 
Amazon website. Therefore, the researcher had to guide them.  
Furthermore, all the participants selected the first item on the result list regardless of the product 
specifications and types. However, all the participants chose the Canon brand as requested. 
Nevertheless, in this task, the participants managed to include their delivery address, and they 
were able to understand their product price as Amazon did not include any additional charges 
such as tax or delivery. Although there was only one payment option which is payment by debit 
or credit card, some of the participants could not differentiate between those card types.  
Finally, similar to the previous task all participants were unable to recognise the difference 
between the delivery types such as First class, and Standard delivery. However, this is not 
surprising as they were using Amazon.co.uk and these types of delivery might not exist in all 
Jordanian retailers’ websites. 
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6.3.2.3 INTERVIEW FINDINGS 
 
After completing the two tasks, the researcher asked each participant the following questions: 
1- Which task was easier? 
2- What was the most difficult part of those tasks? 
3- What was the reason for selecting the item? 
4- Do you think you can purchase any product online? 
5- Do you consider shopping online in the future? 
The interviews revealed that all participants found the second task easier, while processing with 
payment and delivery were the most difficult parts. The participants had different reasons that 
influenced their product selection. The value for money was one of the main reasons as the 
participants tended to select the product which was on sale and had shown a discounted price 
flag. Furthermore, most of the participants believed that not all products could be sold online, 
white goods being one example. This finding goes in line with questionnaire finding in Chapter 
(5), as customers in Jordan only purchase white goods from traditional shops. Nevertheless, all 
the participants were familiar with the product brand and showed their interest in buying online 
as their online skills improve. 
 
6.3.1.4 FRAMEWORK ACTIVITIES 
 
The findings of the study have helped to capture the required activities in each e-commerce 
processes that the participants were involved in, to complete their purchase. Therefore, the 
acknowledgement of those activities will help to simplify the purchase process for potential 
customers to shop online. Therefore, those activities were identified and categorised as follows: 
1. Browsing Activities 
E-commerce browsing is the first step of e-commerce processes. Customers often begin their 
product or service search with a specific website or by using any web browsing site such as 
Google search engine. Regardless of the customer purchase interests, he/she should be aware 
whether the product or service is available to buy online or not. For some reasons, some 
products cannot be sold online. Those reasons could be because the products are out of stock, 
not currently in stock, or cannot be sold online for legal or security reasons. Therefore, 
customers need to be aware of the products or services availability. In addition, customers 
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should at least know how to find their products’ or services, for example, the ability to locate 
the search bar to start their search and to which category the product or service belongs. 
Furthermore, the customers need to be aware of different types of products, brand and the 
product or service specifications. This includes size, colours, dimensions, and any other 
features that can be diverse the product from similar products but with different specifications. 
Consequently, the browsing activities can be summarised as follows:  
1- Checking the availability of products/services. 
2- Identifying where the products/ services can be found. 
3- Identifying different types of products, brand. 
4- Differentiate between different products/services specifications and Price. 
However, it was also noted from the observations that the customers were attracted to 
discounted items, even when they were not exactly what they were looking for, or, in fact, more 
expensive than a non-discounted item. 
2. Selection Activities 
Product selection activity is a critical step in e-commerce. It is so important because there are 
many products to choose from, and brands and features play a significant role in the selection 
decision. Customers often pay attention to the brand of the product, as some brands have 
created a perception of quality, trust and consistency. In other words, if the brands consistently 
deliver a positive experience, customers may consider it as trustworthy. Therefore, awareness 
of brand helps define an instant selection of product or service which is different and more 
desirable than other products. Similarly, the familiarity with company name and website may 
influence the selection process. Therefore, customers need to go through the following 
activities during their product or service selection. 
1- Differentiate between different product/service brand name. 
2- Identifying different company names. 
3- Identifying different website names. 
4- Differentiate between different product type and price for a specific brand. 
 
3. Payment Activities 
Online payment is one of the most common topics that were investigated in previous studies 
(Oxley and Yeung, 2001; Molla and Licker, 2005 a; Abu-Shamaa and Abu-Shanab, 2015; 
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Hilbert, 2001; Biederman, 2000; Fraser and Wresch, 2005; Wresch and Fraser, 2006; 
Kapurubandara, 2009; Mercer, 2006; Kenny, 2003; Jaffar et al., 2016; Kalinić et al., 2016). 
Although, online payment success or failure may directly influence e-commerce adoption and 
development and inability to be able to pay for goods, is likely to result in the closure of a 
company depending on sales to make a profit. The focus of these previous studies was on a 
single aspect which is lack of online payment as a primary challenge that impediment e-
commerce adoption. Whereas, this research takes a holistic view of online payment. Therefore, 
this research discusses online payment in greater details including the different types of 
payment, discounts and value of money, product prices, and additional charges such as VAT 
and Tax.  
Many online businesses are keen to provide suitable payment methods for their customers to 
increase their sales. However, some companies have limited payment methods options. This 
may restrict the transactions as specific payment methods may not suitable for some customers. 
Therefore, companies should consider including multiple or alternative payment options that 
customers can choose. Customers, on the other hand, should be aware of different payment 
methods available and what best suits their needs or maybe the most convenient.  
Moreover, businesses should present the product or service price including any charges such 
as VAT in a clear way, so customers can understand how the price is being calculated for the 
selected product and what exactly they are being charged for. An example is of booking a rental 
car online. Some companies say that they charge for an extra driver or to drop the vehicle off 
out of hours, but they do not tell you how much these items will cost, so anyone booking does 
not know how much they will eventually pay. This is exacerbated when travelling 
internationally and facing currency changes as well. As a result, customers need to be aware of 
various aspects that can help to understand and simplify the payment activities while shopping 
online. Those aspects can be presented as follows.  
1- Differentiate between different types of payment methods. 
2- Identifying and differentiate between different product/service type, brand, and price. 
3- Identifying any discount or promotions (Value for money). 
4- Identifying the VAT from other charges. 
5- Identifying the delivery charges. 
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4. Delivery Activities 
Delivery is the last stage in e-commerce processes. Customers often prefer their purchases to 
be delivered to their home or workplace. Businesses often provide different types of delivery 
based on the customers’ preferences and needs. Although some companies only deliver for 
specific areas or countries, customers should be aware of this before making the payment. For 
example, most of Amazon products cannot be shipped to most of the Middle Eastern countries 
like Jordan. Therefore, customers should consider finding alternative options to get their 
products (Solutions for this issue were discussed in Chapter 5). Moreover, the delivery time is 
also necessary; customers may need their products to be delivered in a very short time. 
According to Al-Sobhi et al., (2010), the delivery system is an important service to get the 
customer products on time and at a fair price. Therefore, businesses may consider providing 
different delivery times based on the customers need, and charging for express delivery if they 
can offer this. Also, information about delivery such as product tracking and notification on 
delivery should be available to the customers. In addition, customers need to be aware of the 
product type, brand and price when selecting a delivery option or agent. Some products need 
specific delivery types such as fragile items which need to be handled with care. On the other 
hand, customers need to be aware whether those services are available and how they can be 
used.  Consequently, the following activities are essential for customers to be aware of when 
selecting a delivery option. 
1- Differentiate between different types of delivery. 
2- Differentiate between different delivery agents. 
3- Identifying the shipping address. 
4- Identifying and differentiate between different delivery times.  
As discussed above a certain level of awareness is required for each process in e-commerce. 
Therefore, the above-identified activities need a certain level of awareness that customers need 
to consider through the e-commerce acquisition journey. Table 6.2. summarises the activities 
associated with the awareness. 
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Table 6.2: The Correlation Between E-Commerce Activities and Awareness Activities 
Process Activity Awareness 
 
 
 
 
Browsing 
Checking the availability of products/services. Aware if the Products/ Services exist online 
Identifying where the products/ services can be 
found. 
Aware where the products/ services can be found 
Identifying different types of products, brand. Aware of different types of products, brand. 
Differentiate between products/services 
specifications and Price. 
Aware of the products/services specifications 
and Price 
 
 
Selecting 
Differentiate between different product/service 
brand name. 
Aware of brand name 
Identifying different company names. Aware of the company name. 
Identifying different website names. Aware of the website name. 
Differentiate between different product type and 
price for a specific brand. 
Aware of the product type and price for a specific 
brand. 
 
 
 
Payment 
Differentiate between different types of payment 
methods. 
Aware of different types of payment methods. 
Identifying and differentiate between different 
product/service type, brand, and price. 
Aware of the product/service type, brand, and 
price. 
Identifying any discount or promotions (Value for 
money). 
Aware of any discount or promotions (Value for 
money). 
Identifying the VAT from other charges. Awareness of the VAT. 
Identifying the delivery charges. Aware of delivery charges. 
 
Delivery 
Differentiate between different types of delivery. Aware of different types of delivery. 
Differentiate between different delivery agents. Aware of different delivery agents. 
Identifying the shipping address. Aware of shipping address. 
Identifying and differentiate between different 
delivery times.  
Aware of the delivery time 
 
E-commerce success depends on collective collaborations between customers, government, 
and stakeholders. Each has a set of responsibilities that contribute to e-commerce development 
and adoption. Although customers need to go through different activities during their shopping, 
businesses, government and stakeholders should also be aware and hold a responsibility to 
ensure the availability of services that are needed to facilitate e-commerce towards the 
successful adoption. Consequently, the following final version of e-commerce awareness 
framework in Figure 6.9 was developed. 
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Figure 6.9 Final Version of E-Commerce Awareness Framework (Adopted in Jordan) 
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6.4 E-COMMERCE AWARENESS FRAMEWORK EVALUATION 
 
Evaluating the proposed framework is important to ensure it achieves its aim and objectives. 
Therefore, validating the framework was carried out on the 1st and 2nd of April – 2017. The 
evaluation was conducted with the same sample who were participated in the first phase. The 
evaluation was divided into two main tasks. The first task aimed at presenting the proposed 
framework to the participants, the second aimed to capture the participants’ activities during 
the assigned task.  The duration of overall evaluation for each participant was approximately 
between twenty and thirty-five minutes.  
The evaluation began with inviting the participants to participate in the study. Thus, the 
researcher explained how the data were analysed from the first phase and presented the finding. 
At this stage, all the participants showed their interest in the study and started to ask questions 
about how the study may improve their experience and knowledge of e-commerce. Therefore, 
a discussion conversation took place. This allowed the researcher to demonstrate the key 
features of the proposed framework and give examples for each component of the framework.  
As a result of this task, all participants recognise what the essential aspects that they need to be 
aware of in order for them to successfully shop online. This was captured while the participants 
showed their enthusiasm to repeat the shopping task that was given to them in the first phase. 
In the second phase of evaluation, the researcher asked the participants to purchase a product 
or service of their interest. Unlike the first phase, all the participants started the task using 
specific websites. Six of the participants began their search with Amazon.com, and the 
remaining participants used E-bay.com, Exxab.com, and Jamalon.com. This shows that the 
participants have become more confident in using the search activity. 
During the browsing process, all the participants paid attention to the type of products and their 
specifications. This was captured as the participants had highlighted some product features, i.e. 
size, colour and capacity. Appendix (L) presents some screenshots which were captured during 
the observation process. Similarly, nearly all the participants selected their product based on 
their familiarity with the product brand name. Only, one participant chose a product based on 
a very detailed specification, which was not available on other similar products during the 
participative product comparison. This shows how the participants are relying on the aspect 
demonstrated in the proposed framework to search and select their chosen item. 
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Although there were very limited options as payment methods on the participant selected 
shopping websites, all the participants were able to differentiate between various payment 
options such as debit and credit card, Cash and Delivery, and PayPal. Furthermore, the products 
prices including other additional charges were acknowledged by all participants. This stage 
only lasted between two to three minutes for each participant. 
However, there was some confusion regarding the delivery stage. Some of the participants 
could not add their delivery address due to some limitation with the service provider. For 
example, the participants were not able to add their home address when they shopped at 
Amazon, as Amazon does not ship its products to Jordan. Therefore, the researcher clarified to 
the participants that some companies only ship their products to a specific location. Though, 
the researcher explained that there are alternative solutions to overcome this issue which was 
discussed earlier in chapter 5.  
Nevertheless, all participants were able to complete the task successfully, and more 
surprisingly, one participant has purchased the chosen product. This participant bought a 
Panasonic Hair Straighter from a local retailer. The participant has followed the proposed 
framework guideline to complete the purchase successfully without any assistance from the 
researcher. Firstly, the participant logged into the website using the URL search bar and started 
the search using the search bar on the top of the shopping website. Then, the participant checked 
the product specification by clicking on the product description tab. In this stage, the product 
was checked based on the product brand, price, and other specifications. Subsequently, the 
participant chose the product mentioned above. The product was successfully added to the 
shopping cart, and the participant progressed to the next step that includes the delivery options 
and payment method. The participant filled the delivery details and selected “Saving delivery 
8-12 working days” delivery type and chose to pay via cash on delivery. This shows that the 
participant can differentiate between various types of delivery and payment available. Finally, 
a summary of the product price and delivery information were highlighted, and the participant 
confirmed the purchase. Figure 6.10 presents the confirmation of purchase screenshot which 
was taken when the purchase was completed.  
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Figure 6.10 The Participant Screenshot Confirmation of Purchase 
 
 
6.5 E-COMMERCE AWARENESS FRAMEWORK IMPLICATION AND ADOPTION 
 
The framework presented in this thesis aims at gaining a better understanding of the different 
level of awareness, which needs to be considered in each process of e-commerce. The proposed 
e-commerce awareness framework has developed over an intensive four years field studies that 
required the researcher to travel several times to Jordan to collect data. 
Although the proposed e-commerce awareness framework was developed based on the several 
studies conducted in Jordan, the characteristic of the framework is generic. Therefore, the 
contribution of this dynamic framework is the universal feature. It can be used in multiple 
contexts. The fact that e-commerce is a universal cohesive process which requires a set of steps 
that need to be done regardless of the cultural and samplings differences, the variations in any 
demographic attribute and the government and market factors. However, the only thing that 
may need to be taking into consideration is the legal factor as it varies from one country to 
another. Nevertheless, e-commerce is still the same whether it was used in developed or 
developing countries. Customers have to browse, select, pay and have the products deliver to 
them. Nevertheless, in terms of the delivery, the products or services types need to be 
considered when it comes to non-tangible products or services such as software, e-learning 
courses, and airline tickets. Those types of products/services may not require a physical 
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delivery and can be delivered online using e-mail or any electronic form. Yet, customers still 
need to be aware of how they will get their purchases. Therefore, the level of awareness which 
is projected to e-commerce process and presented in the proposed e-commerce awareness 
framework is universal and can be applied to any context. 
 
6.6 CHAPTER SUMMARY 
 
The success of adopting e-commerce lies within a shared responsibility that includes 
customers, retailers, government, and stakeholders. Whereas each player has to be aware of 
rules that ensure the success of e-commerce adoption. Therefore, putting awareness into 
perspective will help e-commerce practitioners including customers to identify where they need 
to focus on the online acquisition journey. This chapter discussed the development of e-
commerce awareness framework that provided a high level of integration through the 
deployment of e-commerce processes, levels of awareness, and, stakeholders’ involvement 
which will contribute to the success e-commerce adoption. 
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CHAPTER 7: IS THEORIES IMPLICATIONS ON THE RESEARCH 
 
 
 
7.5 Chapter Summary
7.4 Unified Theory of Acceptance and Use of Technology (UTAUT)
7.3 Behavioural Decision Theory (BDT)
7.2  Diffusion of Innovations Theory (DOI)
7.1 Introduction
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7.1 INTRODUCTION 
 
This chapter sheds a light on some theories that are often applied in the Information System 
(IS) field. Those theories are Diffusion of Innovations theory (DOI), Behavioural decision 
theory (BDT), and The Unified theory of acceptance and use of technology (UTAUT). This 
chapter discusses the implications of those theories on the research findings. It reflects the 
findings of this research through the lenses of those theories attributes and variables.  
 
7.2 DIFFUSION OF INNOVATIONS THEORY (DOI) 
 
Everett Rogers developed diffusion of Innovations theory (DOI) in 1962. It is considered as 
one of the most popular theories on innovation adoption. It aims to explain how, why and at 
what rate new ideas and technology spread through cultures, operating at the individual and 
company level. Rogers’s theory has been extended and studied by many researchers across 
different disciplines, including education, technology, health, and marketing. Diffusion of 
Innovations introduced by Rogers (1995) has been widely used in the past literature.Rogers 
defined diffusion as the process by which an innovation is communicated through certain 
channels over time among the members of a social system. Innovation is defined as an idea, 
practice, or object that is perceived as new by an individual or another unit of adoption (Rogers, 
1995). This definition consists of four main elements relevant to the diffusion of innovation 
process which are Innovation, Communication Channels, Time, and Social System (Rogers, 
1995). Figure 7.1 demonstrates the DOI model. 
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Figure 7.1 Diffusion of Innovation Model (DOI). Source: (Rogers 2003)  
 
Furthermore, Rogers included the Individual Innovativeness Theory with time. He states that 
individuals in a social system do not adopt the innovation at the same time as they adopt in 
time sequence (Rogers, 2003). He defines innovativeness as “the degree to which an individual 
or another unit of adoption is relatively earlier in adopting new ideas than the other members 
of a system”. Therefore, Rogers believes that individuals within any society fall of five 
different adopter groups based on how early and quickly they adopt an innovation. These 
categories are Innovators, Early Adopters, Early Majority, Late Majority, and Laggards. Figure 
7.2 illustrates those categories with the percentage of individuals that adopt an innovation. 
 
Figure 7.2 Adopters Categories. Source: (Rogers 1995) 
 
7.2.1. THE IMPLICATION OF DOI ON THIS RESEARCH  
 
In light of the context of this research, the level of awareness and e-commerce process has a 
certain impact on the diffusion of e-commerce in Jordan.  As discussed in the literature chapter 
E-commerce has been influenced by many factors including trust, security, awareness, 
religious, and cultural factors. Those factors influence how e-commerce perceived and 
accepted. However, based on e-commerce process their influence is varied.  
Applying the compatibility to the browsing and selection in e-commerce processes, customers 
in Jordan perceive those two processes to be consistent with their daily activities. Although the 
trialability and consistency of browsing and selection with the existing values, past 
experiences, and needs, the findings of this research have indicated that the Jordanian 
 151 | P a g e  
 
customers had a difficulty to understand them. Therefore, customers perceived complexity in 
their intention to purchase online.   
E-commerce payment process in light of the DOI within the context of this research is 
considered a problematic, and this due to a number of reasons. Cultural and religious reasons 
seem to be the dominant factor when it comes to the diffusion. 82% of Jordanian are Muslim 
population (World Population Review, 2017). Most of Jordanian still have Islamic legislation 
concerns in terms of working and dealing with banks. The essence of the problem stems from 
the fact that Islam does not allow fixed or variable interest rate. The issue here is the conflict 
between the scopes of the two phenomena, as e-commerce and banks are international and 
global scope, and therefore, they would adhere and comply with the non-religious constitution 
in terms of implementation. This in return, has influenced the operational activities of the banks 
in Jordan and have eventually been reflected in the mass Jordanian population intake of banks 
services. Therefore, the relative advantage of using e-commerce payment was not perceived by 
customers and is not compatible with the customers’ existing values and norms of a social 
system.   
As mentioned in Chapter 3, the complexity of how the Jordanian sociality and community was 
formed has affected the development of many aspects such as welfare and infrastructure. 
Therefore, this has reflected on development and adoption of e-commerce.   
The framework proposed in this research aims at improving the level of customer’s awareness. 
Accordingly, the framework will contribute to the better diffusion of e-commerce as a 
technology within the Jordanian context. The debate is a better understanding of the scope of 
the e-commerce processes especially the banking process which demand far more awareness 
acquisition by both customers and stakeholders and hopefully, will push towards more religious 
and legal legislation in the e-commerce process.   
 
7.3 BEHAVIOURAL DECISION THEORY (BDT) 
 
Ward Edwards developed the Behavioural Decision Theory (BDT) in 1954. He provided the 
first major review for psychologist of research on decision behaviour (Payne et al., 1992). BDT 
concerns with describing or predicting the behaviour at the levels of the individual in 
organisations, the individual in groups, or groups in organisations (Carley and Behrens, 1999). 
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It has two interrelated streams, normative and descriptive. The normative theory is concerned 
with suggesting a set of actions that conforms most closely to the decision makers’ beliefs and 
values. Whereas the descriptive stream is concerned with describing these beliefs and values 
in a way individual incorporate them into their decisions (Slovic et al., 1977). 
The Behavioural decision theory has attracted many researchers. Researchers aim to 
understand how individuals take their decisions and found that customers take their decisions 
through a rational choice which is based on their values, beliefs, and consistent preferences 
(Simon, 1955; Kahneman and Tversky, 1979). Therefore, this theory is a revolutionary on 
customers’ behavioural research as it helps to understand customers’ beliefs and values which 
affect their purchase decision.  
The behavioural approach towards decision making emphasised the role and importance of 
human behaviour in the process of decision making. Unlike the rational approach toward 
decision making which emphasises on the use of laws and complete rationality in making 
decisions, the behavioural approach emphasised that decision makers are different in the degree 
of rationality while making decisions. Moreover, Simon (1959), stated that in behaviour 
approach there is a scope for an element of subjectivity during the process of decision making. 
The level of rationality in decision forms the basis for various models of behavioural decision-
making. Behavioural decision making consists of four models that during the customers’ 
decision-making process. Firstly, the economic rationality model which assumes that the 
decision maker is perfectly rational while making the decision. This model has emerged out of 
the classical model of economics, and it also assumes that the decision makers are fully aware 
of the available alternatives. Secondly, bounded rationally of decision-making model which 
was introduced by Simon (1955). It emphasises that customers are not fully rational where the 
decision makers attempt to satisfy with less available alternatives and try to understand the 
problem rather than trying to analyse the situation fully. Decision makers in this model choose 
the alternatives based on simple rules and past experience. The third model is judgemental 
heuristics and biases model which was proposed by Kahneman (2003), it is considered as an 
improvised model of the bounded rationally model. This model assumes that individuals 
develop heuristics or rules as a base for their decisions while they gain experience. However, 
this model leads to bias decision which alternatively leads to a relatively rational decision 
making. Finally, the social model of behaviour decision making which is concerns about the 
influence of emotions and feelings on the decision made by customers. This model has its basis 
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in psychology, and it suggests that unconscious desires influence the human behaviour to some 
extent as customers tend to make a rational decision. 
Giving the continuous growth and expansion of online transactions and activities, 
understanding e-commerce and the behaviour of the online customers is a priority issue for 
practitioners who are involving in the continuous growth of online shopping. It is also an 
attractive topic to the researchers. Customers’ behaviour decision, it refers to the rational 
individual who takes decisions to purchase goods or services (Cornescu and Adam, 2015). 
Customers’ behaviour decision is a complex issue which involves many phases and 
requirements during the purchase decision-making process. Customers are varying in their 
needs, and their decision can be influenced and shaped by multiple factors which are individual 
differences and influence, psychological and environmental influences (Solomon and Stuart, 
2003; Lee, 2005; Cornescu and Adam, 2015). Individual differences or personal factors are 
represented by the customer characteristics such as gender, age, income, and education. These 
characteristics distinguish between different customers and play a key role in the customer's 
decision-making process (Lee, 2005). Environment factors including the customer value, 
opinion, family influence, social class, and cultural influence. Whereas Psychological factors 
include perception, motivation, and attitude. Furthermore, Acebrón et al. (2001) stated that 
other factors have a direct influence on the customer's purchase decision, which are habits and 
previous experience. The complexity of purchase making decisions depends on the customer's 
opinion about a certain product, evaluating and comparing, selecting and purchasing among 
the different types of product. Therefore, understanding the customer's behaviour decision 
making during the purchase process is important for e-commerce practitioners and customers. 
Many models such as Stimulus-response Model, Solomon Model, Nicosia Model, Howard-
sheth Model, and Engel-kollat-blackwell Model were developed to explain the customer 
behaviour decision during the purchase process. Although these models are varied to each 
other, they all help to understand the customer purchasing behaviour. Engel-kollat-blackwell 
Model which was first introduced by Blackwell et al., (1969) is the most commonly used model 
to explain the customer behaviour as a decision making. This model focus on five core stages 
of the decision-making process which are problem recognition, information search, alternative 
evaluation, Purchase choice, and outcomes. These five stages are the most widely accepted, as 
evidenced by a majority of customers’ behaviour literature that explains how the customers 
make a purchasing decision (Darley et al., 2010). This model often focuses on the differences 
between high and low involvement as part of the purchasing process. Where the higher 
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involvement means a high-risk purchase, whereas the involvement means the low-risk 
purchase. However, when both involvements are implied to the actual purchasing activity, they 
can be less or more consistent with this model based on the customer's risks perceived.  
 
7.3.1. THE IMPLICATION OF BDT ON THIS RESEARCH  
 
E-commerce as a phenomenon is based on online customer behaviour, but despite the wide 
spectrum of preferences and individual differences between the Jordanian populations, they 
still have to follow a specific set of activities to complete an e-commerce transaction. The 
behavioural theory was useful in this research in order to identify the level of details that online 
customers experience as they are involved in the e-commerce processes. In the browsing and 
selection, customers will have different attitudes and behaviours towards products and services; 
this is why the level of details may vary based on the individuals’ preferences and needs. 
However, when it comes to banking with a specific bank (as the preference of choosing an 
Islamic bank over other alternatives) or choosing a delivery agent, as in choosing a private 
delivery agent rather than the Jordanian national post, customers would have different 
behaviour based on environment factors including opinion, family influence, social class, 
previous experience, availability, cost, quality of service and cultural influence, as well as the 
psychological factors which includes perception, motivation, trust, and attitude. 
 
7.4 UNIFIED THEORY OF ACCEPTANCE AND USE OF TECHNOLOGY (UTAUT) 
 
The unified theory of acceptance and use of technology (UTAUT) is a technology acceptance 
model formulated by Venkatesh et al. (2003) in user acceptance of information technology 
toward a unified view. The UTAUT aims to explain user intention to use an information system 
and subsequent usage behaviour. The original UTAUT model consists of four main constructs 
which are: performance expectancy, effort expectancy, social influence, and facilitating 
conditions; being the first three direct determinants of usage intention and behaviour, and the 
fourth a direct determinant of user behaviour. Moreover, gender, age, experience, and 
voluntariness of use are posited to moderate the impact of the four core constructs on usage 
intention and behaviour. Figure 7.3 demonstrates the UTAUT’s model. 
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The theory was developed through a review and consolidation of the construct of eight models 
on technology adoption and provided a comprehensive view of the factors related the users’ 
adoption behaviour. Those theories are: Technology Acceptance Model (TAM) Davis ,1989, 
Theory of Reasoned Action (TRA) Fishbein and Ajzen, 1975, Diffusion of Innovation Theory 
(DOI) Rogers, 1995, Motivational Model (MM) Davis et al., 1992, Theory of Planned 
Behaviour (TPB) Ajzen, 1991, Combined Theory of Planned Behaviour/Technology 
Acceptance Model (C-TPB-TAM) Taylor and Todd, 1995, Model of PC Utilisation (MPCU), 
Thompson et al., 1991, and Social Cognitive Theory (SCT) Bandura, 1986. Each model 
attempts to predict and explain user behaviour using a variety of independent variables (Al 
Awadhi and Morris, 2008). 
 
Figure 7.3 Unified Theory of Acceptance and Use of Technology (UTAUT)  
(Source: Venkatesh ET. Al., 2003) 
 
Performance Expectancy is defined as "the degree to which an individual believes that using 
the system will help him or her to attain gains in job performance” (Venkatesh et al., 2003). 
The performance expectancy construct was found to be the strongest predictor of intention and 
remains significant at all points of measurement in both voluntary and mandatory setting. 
Additionally, the relationship between performance expectancy and intention is moderated by 
gender and age (Venkatesh et al., 2003). 
Effort Expectancy is defined as the degree of ease associated with the use of the information 
systems. The effort expectancy on behavioural intention is moderated by gender, age, and 
experience (Venkatesh et al., 2003). 
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Social influence is defined as the degree in which individuals believe that it is important for 
others to believe that they should use new systems. This construct is a direct determinant of 
behavioural intention and represented as subjective norms in other theories (Venkatesh et al. 
2003). Moreover, the social influence of behavioural intention is moderated by gender, age, 
voluntariness, and experience. 
Facilitating Conditions is defined as "the degree to which an individual believes that an 
organisational and technical infrastructure exists to support the use of the system" (Venkatesh 
et al., 2003). Unlike the other constructs, the facilitating conditions do not influence behaviour 
intention. However, it has a relationship with the behaviour usage which is moderated by age 
and experience. 
 
7.4.1. THE IMPLICATION OF UTAUT ON THIS RESEARCH  
 
The UTAUT theory implication on this research is seen throughout the correlation between 
this theory and the research findings.  In terms of the performance expectancy variable the 
degree to which the Jordanian customers and businesses believe that e-commerce has many 
benefits, they want to be involved in e-commerce. Therefore, the level of acceptance is high as 
per survey and focus group findings. Although all participants are willing and prepared to get 
involved in the e-commerce process, customers still need the following level of awareness to 
be satisfied, which are, AOP/S, AOB, AOP, and AOD and business needs to know how to 
transfer their business to e-commerce. This represents the effort expectancy in this theory, 
where a degree of information is needed for the use of the information systems. 
Moreover, the finding of this research pointed at the stakeholders’ ability, willingness, and 
readiness to be involved in facilitating e-commerce in Jordan by providing several solutions 
for existing e-commerce barriers such as alternative delivery option and alternative online 
payment mechanism. These findings go in line with the theory facilitating conditions variable 
which demonstrators the degree of stakeholders supporting the use of the system. 
Eventually, the UTAUT theory seems to be crossing over with the above mention theories DOI 
and BDT. Acceptance of e-commerce depends on the individuals’ attitudes, behaviour and 
beliefs. In addition, the acceptance is associated with the innovation five attributes which are: 
Relative Advantage, Compatibility, Complexity, Observability, and Trialability. 
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Figure 7.4 The Implication of IS Theories and E-commerce Awareness Research In Jordan 
Figure 7.4 illustrates the implication of the theories mentioned above and the findings of this 
research. Whereas different levels of awareness are associated with e-commerce process, and 
other factors are essential requirements for e-commerce awareness. As a result, when a certain 
level of awareness obtained, customers will have the decision to adopt e-commerce or reject it 
for further adoption. However, their decisions are associated with various cultural, personal, 
and technical aspects that are presented on UTAUT, DOI, and, BDT constructs.    
 
7.5 CHAPTER SUMMARY 
This chapter introduced three of the Information Systems theories, namely Diffusion of 
Innovation (DOI), Behavioural Decision Theory (BDT), and Unified Theory of Acceptance 
and Use of Technology (UTAUT). General background about each theory was discussed, as 
well as the features of each theory.  In addition, this chapter has discussed the implications of 
those theories on this research.   
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8.1 INTRODUCTION 
 
This chapter reviews the results and gives a brief summary of the overall research findings and 
identifies the research contribution. It demonstrates how the research aim, question and 
objectives are met throughout the research. Furthermore, the limitations of the research and the 
further research are also discussed.  
 
8.2 RESEARCH SUMMARY 
 
Technology is a key factor to e-commerce success and has always been thought of as the main 
driver of success. However, this research showed that it is not the only driver, awareness and 
understanding different e-commerce processes can greatly help in pushing towards that 
success. 
This thesis has moved away from the universal measurement model of e-commerce, and it 
provides different insights into how perceptions and awareness, along with other factors and 
limitations, can lead to better understanding of the context and help in identify all stakeholders 
involved in developing a successful model. When sociocultural and legal limitations are 
combined with better awareness, a new perspective has emerged, to realise that the problem of 
e-commerce adoption goes beyond technology. 
The thesis has also found that e-commerce success is a collectively participatory process, where 
customers and stakeholders involved in developing that success and sustain it. Success in e-
commerce is relatively contextual and based on a number of factors. The vast majority of 
Jordanian e-commerce literature has dealt with aspects related to measuring the current  
e-commerce processes based on universal success metrics; this is not necessarily the only way 
to measure a technological, commercial and social phenomenon such as e-commerce. Having 
clearly defined success models begins with identifying the current context limitations that 
could slow down the e-commerce uptake when this is accompanied by the customers and 
stakeholder analysis, it should help to create a roadmap of involvement with explicit roles and 
responsibilities. 
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8.3 ACHIEVEMENT OF RESEARCH AIM, QUESTION AND OBJECTIVES 
 
The success of this research is determined by the achievement of the research aim and 
answering the research question and objective that the study has set at the start. Therefore, this 
section will highlight the achievement of this research of objectives, question and aim.  
In order to answer this research question and achieve the aim of this research, it is necessary to 
look how this research achieve the proposed objectives 
1. To understand the current state of e-commerce in Jordan.  
2. To identify the main challenges and barriers to e-commerce in a Jordan. 
This research has investigated the current state of e-commerce in Jordan through reviewing the 
previous literature in Jordan and analysing e-commerce articles that were published in a 
Jordanian newspaper. Furthermore, this research has identified the main challenges of  
e-commerce in general and more specifically in Jordan. This has been discussed in Chapter 2 
section 2.3, Chapter 3 section 3.5, and Chapter 5 section 5.2. 
3. To understand how Jordanian customers perceive awareness. 
4. To identify the level of e-commerce awareness in Jordan. 
The achievement of those two objectives was met as per of the survey findings that was 
discussed in Chapter 5 section 5.3. 
 
5. To investigate the role of government and stakeholders in e-commerce in Jordan. 
The involvement and role of stakeholders, businesses, and government in facilitating  
e-commerce was captured and investigated. This was discussed in Chapter 5 section 5.4. 
 
6. To develop a framework which will contribute to the success of e-commerce adoption 
in Jordan. 
Finally, the final research objective was achieved through the development of E-commerce 
Awareness Framework that was presented and evaluated in Chapter 6. 
The achievement of the research objectives has helped to answer the research question which 
was set to guide this research and to help to achieve the research aim. The research question 
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was Despite the Jordanian participation in Internet activities, why Jordanian do not shop 
online?. This research revealed that Jordanian customers do not have an adequate level of 
awareness in each process of e-commerce. Therefore, this has limited their participation and 
engagement. Section 2.3 in Chapter 2, Section 3.4 and 3.5 in Chapter 3, and Section 5.2 in 
Chapter 5 have highlighted that lack of awareness is one of the barriers that impediment   
e-commerce adoption in Jordan. Furthermore, section 5.3 and 5.4 in the same chapter has 
emphasised that Jordanian customers are not fully aware of the process of  
e-commerce. 
 This research aimed to provide a framework which provides a high level of integration through 
the deployment of e-commerce processes, levels of awareness, and, stakeholders’ involvement 
which will contribute to the success e-commerce adoption. This aim was achieved as this 
research developed a generic framework that if implemented will ensure the success of e-
commerce. This framework was developed based on several studies that were conducted in 
Jordan. Chapter 6 discussed the development of the proposed framework.  
Table 8.1 Objectives of the Study and Their Achievement 
Objectives of the study Achievement 
1. To understand the current state of e-commerce in Jordan.  
2. To identify the main challenges and barriers to e-commerce in a Jordan. 
Chapter 2 section 2.3, 
Chapter 3 section 3.5 
Chapter 5 section 5.2 
3. To understand how Jordanian customers perceive awareness. 
4. To identify the level of e-commerce awareness in Jordan. 
Chapter 5 section 5.3 
5. To investigate the role of government and stakeholders in e-commerce in Jordan. Chapter 5 section 5.4 
 
6.To develop a framework which will contribute to the success of e-commerce adoption in 
Jordan 
Chapter 6 
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8.4 RESEARCH CONTRIBUTIONS 
 
1. This research contributed to knowledge by providing a new understanding of e-commerce 
awareness as a phenomenon. This research acknowledged that awareness is contextual, and it 
is a complex notion. It is multi-faceted nature can influence many aspects of e-commerce. 
However, the findings of this research revealed that awareness has always been perceived and 
defined in a holistic sense. However, when the e-commerce process is perceived as four 
interconnected processes (browsing, selecting, payment, and delivery) collectively performed 
by online customers to buy a product or service, the holistic view of awareness does not seem 
to fit in with the universal e-commerce model. Consequently, applying the holistic awareness 
to this model does not accurately help in identifying where awareness is needed during the  
e-commerce processes. Therefore, this research provided a new understanding of e-commerce 
awareness as a phenomenon. Awareness in this research is perceived as four distinctive levels 
of awareness that were emerged from the questionnaire answers. Those levels are Awareness 
of Products/Services (AOP/S), Awareness of Brand (AOB) Awareness of Payment (AOP), and 
Awareness of Delivery (AOD) which are projected to e-commerce process. 
 
2. This research also contributes to the Information Systems body of research by providing a 
mapping technique that helped to put the emerged four levels of awareness into perspective as 
to what level of awareness is needed in each process of e-commerce. This mapping will help 
e-commerce practitioners to identify where they need to focus on the online acquisition 
journey. 
 
3. The third area of contribution the research provides is an innovative level of stakeholder 
involvement. This research has helped in identifying the role of stakeholders in facilitating e-
commerce in Jordan. This has helped to provide several solutions to overcome many barriers 
that impediment  the adoption of e-commerce. 
 
4. Finally, the main research contribution to knowledge is by providing a framework through 
the deployment of e-commerce processes, levels of awareness, and, stakeholders’ involvement 
which helps to integrate the process of successful e-commerce adoption within the Jordanian 
context. The proposed framework aims to help customers to gain a better understanding of 
what is involved in each process of e-commerce for successful online shopping. It also helps  
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e-commerce practitioners to focus and identify their responsibility and involvements to 
facilitate e-commerce during the online acquisition journey. 
 
8.5 RESEARCH LIMITATIONS  
Although this research has achieved the aim of the study, it still has some limitations which are 
very important to be highlighted.  
 
1. This research only utilised one newspaper to capture e-commerce activities in Jordan. 
However, using various newspapers especially those reported in Arabic could validate 
the obtained findings and may capture more insight about e-commerce in Jordan. 
 
2. Although the questionnaire that was used in the second phase has achieved the purpose 
of the study; it could be better designed. 
 
3. The researcher acknowledged that conducting the study with a larger sample will give 
more generalisation to the study findings. Therefore, collecting data from companies, 
shopping centres and schools would be appropriate.   
 
 
8.6  RESEARCH CHALLENGES 
This research involved some challenges. Those are discussed in the following points.  
 
1. The researcher was not familiar with SPSS program. Therefore, it required learning 
how to use the software and how to perform some statistical analysis to present the 
collected data. 
 
 
2. Transcribing the Interviews and focus group data was a challenge and needed a long 
time to achieve. The researcher had to listen to the recorded conversations and type it 
in Arabic then translating the transcript into English. 
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3. Most of the data were collected through a field study. This required the researcher to 
travel several times from the UK to Jordan. In addition, the researcher had to arrange 
all the visit and obtain the required approval in Jordan, as most of the targeted samples 
do not often use any electronic form of communication such as email. 
 
4. Recruiting the participants was challenging in this research, especially those who did 
not participate in any study before.   
 
5. The researcher had to follow up with the participants many times to complete the study. 
Also, the researcher needed more time to collect the answers from each participant at a 
time.  
 
8.7 FUTURE RESEARCH 
 
Investigating e-commerce awareness in the light of this research have paved the way for future 
research directions. As discussed in this research, the success of adopting e-commerce lies 
within a shared responsibility that includes customers, retailers, government, and stakeholders. 
Whereas each player has to be aware of rules that ensure the success of e-commerce adoption. 
Therefore, the following are some of the potential areas for future research. 
1. Future research is needed to utilise the proposed e-commerce awareness framework to 
detriment the awareness activities which the online businesses need to consider when 
developing an e-commerce website. 
 
2. Further investigation is also recommended to identify how stakeholders’ and exiting online 
businesses perceive e-commerce awareness through their involvement in e-commerce 
processes.  
 
3. Developing e-commerce awareness toolkit may help customers to participate and adopt 
e-commerce. 
 
4. This research was conducted based on the data that were gathered from Jordan. Therefore, 
replicating this research on other countries that have different demographic characteristics 
could strength the findings of this research.  
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PARTICIPANT INFORMATION SHEET (Interview) 
Title of Project:   Evaluating Customer’s Awareness Towards E-Commerce Adoption: 
Evidence from The Jordanian Context. 
Name and Contact Details of Researcher(s): Husam Yaseen  
Email: husam.yaseen@port.ac.uk 
Name and Contact Details of Supervisor (if relevant): Kate Dingley, 
Email: kate.dingley@port.ac.uk  
     Ethics Committee Reference Number: HA1 
Invitation 
I am a third year PhD student in E-commerce field with the background in Information Systems. My current 
research focuses on evaluating e-commerce customer’s awareness in Jordan. This research is a part of my PhD 
degree requirements.  
I would like to invite you to take part in my research study. Joining the study is entirely up to you before you 
decide I would like you to understand why the research is being done and what it would involve for you. I will go 
through this information sheet with you, to help you decide whether or not you would like to take part and 
answer any questions you may have. I would suggest this should take about 60 minutes. Please feel free to talk 
to others about the study if you wish. Do ask if anything is unclear. 
Study Summary 
This study is concerned with the current practices of the stakeholders to facilitate and implement e-commerce 
in Jordan. This study is important because it’s significant impact on the adoption of e-commerce and providing 
the best practices and recommendations for future e-commerce development. We are seeking participants who 
may or have an interest in the field of information systems. Participation in the research would require you to 
participate in an interview and take approximately from 15 – 30 minutes of your time.  
What is the purpose of the study? 
This study seeks to explore the current practices of e-commerce implementation. The study will also investigate 
how these practices can be facilitated for successful e-commerce adoption. This will help to develop a generic 
model that can benefit e-commerce users and stakeholders towards successful e-commerce adoption. Also, this 
study is part of obtaining the Doctoral of Philosophy degree. 
Why have I been invited? 
You have been invited to take part because you have identified yourself or have been identified as having 
experience in the field of e-commerce in Jordan.  
Do I have to take part?  
No, taking part in this research is entirely voluntary. It is up to you to decide if you want to volunteer for the 
study. I will describe the study in this information sheet. If you agree to take part, I will then ask you to sign the 
attached consent form, dated January 2016, version number, 2.0. 
What will happen to me if I take part? 
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You will be interviewed for no more than 30 minutes. If the interview has not been completed in this time, the 
interview can be extended by mutual agreement or arrangements for continuation at a later date will be made. 
The interview will look at particular areas of e-commerce implementation and facilitation but will allow scope 
for open answers and discussion of particular areas of interest in more depth. 
Expenses and payments  
There will be no expenses or payments on your part 
Anything else I will have to do?  
No 
What data will be collected and/or measurements will be taken?  
The researcher will record the entire interview if the participant agreed, then transcribe the text word for word. 
The transcribed text then becomes the data that are analysed.  
What are the possible disadvantages, burdens and risks of taking part?  
In taking part, you will be able to reflect on the current way of working. If you take part in the interview with us, 
we will provide you with the final anonymised research results which you may use as a source to enable e-
commerce adoption. 
What are the possible advantages or benefits of taking part? 
In taking part, you will be able to reflect on the current way of working. If you take part in the interview with us, 
we will provide you with the final research results which could have an impact on changing for better.   
Will my taking part in the study be kept confidential? 
Yes. All of the information you give will be anonymised so that those reading reports from the research will not 
know who has contributed to it unless you explicitly agree. Nobody other than the researchers will have access 
to the data, which will be saved securely on password-protected computers and stored securely for ten years in 
accordance with the Data Protection Act 1998. 
The data, when made anonymous, may be presented to others at academic conferences, or published as a 
project report, academic dissertation or in academic journals or book. It could also be made available to any 
commissioner or funder of the research.  Anonymous data, which does not identify you, may be used in future 
research studies approved by an appropriate research ethics committee. 
The raw data, which would identify you, will not be passed to anyone outside the study team without your 
express written permission. The exception to this will be any regulatory authority which may have the legal right 
to access the data for the purposes of conducting an audit or enquiry, in exceptional cases. These agencies treat 
your personal data in confidence. 
What will happen if I don’t want to carry on with the study?  
As a volunteer, you can stop any participation in the interview at any time, or withdraw from the study at any 
time before, without giving a reason if you do not wish to. If you do withdraw from a study after some data have 
been collected, you will be asked if you are content for the data collected thus far to be retained and included in 
the study. If you prefer, the data collected can be destroyed and not included in the study. Once the research 
has been completed, and the data analysed, it will not be possible for you to withdraw your data from the study. 
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What if there is a problem? 
If you have a query, concern or complaint about any aspect of this study, in the first instance you should contact 
the researcher(s) if appropriate. If the researcher is a student, there will also be an academic member of staff 
listed as the supervisor whom you can contact. If there is a complaint and there is a supervisor listed, please 
contact the Supervisor with details of the complaint. The contact details for both the researcher and any 
supervisor are detailed on page 1. 
If the researcher or their supervisor do not resolve your concern or complaint, you should contact the Head of 
Department: 
 
The Head of Department                   Dr. Nick Savage 
School of Computing                               023 9284 6363 
University of Portsmouth                   nick.savage@port.ac.uk 
Buckingham Building  
Lion Terrace 
Portsmouth 
PO1 3HE 
If the complaint remains unresolved, please contact:  
 The University Complaints Officer 
023 9284 3642 complaintsadvice@port.ac.uk 
Who is funding the research?  
The researcher funds this research, none of the researchers or study staff will receive any financial reward by 
conducting this study, other than their normal salary/bursary as an employee/student of the University. 
Who has reviewed the study? 
Research involving human participants is reviewed by an ethics committee to ensure that the dignity and well-
being of participants are respected.  This study has been reviewed by the Technology Faculty Ethics Committee 
and been given a favourable ethical opinion.  
Thank you 
    Thank you for taking time to read this information sheet and for considering volunteering for this research. If 
you do agree to participate your consent will be sought; please see the accompanying consent form.  You will 
then be given a copy of this information sheet and your signed consent form, to keep. 
 
 
 
 202 | P a g e  
 
PARTICIPANT INFORMATION SHEET (Focus Group) 
Title of Project:   Evaluating Customer’s Awareness Towards E-Commerce Adoption: 
Evidence from The Jordanian Context. 
Name and Contact Details of Researcher(s): Husam Yaseen  
Email: husam.yaseen@port.ac.uk 
Name and Contact Details of Supervisor (if relevant): Kate Dingley, 
Email: kate.dingley@port.ac.uk  
     Ethics Committee Reference Number: HA1 
Invitation 
I am a third year PhD student in E-commerce field with the background in Information Systems. My current 
research focuses on evaluating e-commerce customer’s awareness in Jordan. This research is a part of my PhD 
degree requirements.  
I would like to invite you to take part in my research study. Joining the study is entirely up to you before you 
decide I would like you to understand why the research is being done and what it would involve for you. I will go 
through this information sheet with you, to help you decide whether or not you would like to take part and 
answer any questions you may have. I would suggest this should take about 60 minutes. Please feel free to talk 
to others about the study if you wish. Do ask if anything is unclear. 
Study Summary 
This study is concerned with the implementation of e-commerce in Jordan. This study is important because it’s 
significant impact on the adoption of e-commerce and providing the key issues about challenges and benefits of 
the adopting e-commerce in Jordan that can be used for future e-commerce development. We are seeking 
participants who own a traditional business in Jordan and may be interested in e-commerce. Participation in the 
research would require you to participate in a focus group and take approximately from 2– 4 hours of your time.  
What is the purpose of the study? 
This study seeks to explore the current drivers and barriers to successful businesses in general. The study will 
also investigate the potential of business transformation and e-commerce adoption. This study will help to guide 
to develop a generic model that can benefit e-commerce users and stakeholders towards successful e-commerce 
adoption. Also, this study is part of obtaining the Doctoral of Philosophy degree.    
Why have I been invited? 
You have been invited to take part because you have identified yourself or been identified by having a traditional 
business or having a potential to explore expansion opportunities.  
Do I have to take part?  
No, taking part in this research is entirely voluntary. It is up to you to decide if you want to volunteer for the 
study. I will describe the study in this information sheet. If you agree to take part, I will then ask you to sign the 
attached consent form, dated January 2016, version number, 2.0. 
What will happen to me if I take part? 
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You will be part of a focus group for no more than 4 hours. The focus group will discuss particular areas of general 
businesses activities as well as some issues about e-commerce implementation. The focus group will allow 
individual or group discussions of some issues in more depth.  
Expenses and payments  
There will be no expenses or payments on your part 
Anything else I will have to do?  
No 
What data will be collected and/or measurements will be taken?  
The researcher will tape record the entire focus group if the participant agreed, then transcribe the text word for 
word. The transcribed text then becomes the data that are analysed.  
What are the possible disadvantages, burdens and risks of taking part?  
There are no known risks or disadvantages of taking part, as we strive to protect your confidentiality unless you 
explicitly agree that your name can be mentioned in publications arising from the research. 
What are the possible advantages or benefits of taking part? 
In taking part, you will be able to reflect on the current way of working. If you take part in the focus group with 
us, we will provide you with the final research results which could have an impact on changing for better.   
Will my taking part in the study be kept confidential? 
Yes. All of the information you give will be anonymised so that those reading reports from the research will not 
know who has contributed to it unless you explicitly agree. Nobody other than the researchers will have access 
to the data, which will be saved securely on password-protected computers and stored securely for ten years in 
accordance with the Data Protection Act 1998. 
The data, when made anonymous, may be presented to others at academic conferences, or published as a 
project report, academic dissertation or in academic journals or book. It could also be made available to any 
commissioner or funder of the research.  Anonymous data, which does not identify you, may be used in future 
research studies approved by an appropriate research ethics committee. 
The raw data, which would identify you, will not be passed to anyone outside the study team without your 
express written permission. The exception to this will be any regulatory authority which may have the legal right 
to access the data for the purposes of conducting an audit or enquiry, in exceptional cases. These agencies treat 
your personal data in confidence. 
What will happen if I don’t want to carry on with the study?  
As a volunteer, you can stop any participation in the focus group at any time, or withdraw from the study at any 
time before, without giving a reason if you do not wish to. If you do withdraw from a study after some data have 
been collected, you will be asked if you are content for the data collected thus far to be retained and included in 
the study. If you prefer, the data collected can be destroyed and not included in the study. Once the research 
has been completed, and the data analysed, it will not be possible for you to withdraw your data from the study. 
What if there is a problem? 
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If you have a query, concern or complaint about any aspect of this study, in the first instance you should contact 
the researcher(s) if appropriate. If the researcher is a student, there will also be an academic member of staff 
listed as the supervisor whom you can contact. If there is a complaint and there is a supervisor listed, please 
contact the Supervisor with details of the complaint. The contact details for both the researcher and any 
supervisor are detailed on page 1. 
If the researcher or their supervisor do not resolve your concern or complaint, you should contact the Head of 
Department: 
 
The Head of Department                   Dr. Nick Savage 
School of Computing                               023 9284 6363 
University of Portsmouth                   nick.savage@port.ac.uk 
Buckingham Building  
Lion Terrace 
Portsmouth 
PO1 3HE 
If the complaint remains unresolved, please contact:  
 The University Complaints Officer 
023 9284 3642 complaintsadvice@port.ac.uk 
Who is funding the research?  
The researcher funds this research, none of the researchers or study staff will receive any financial reward by 
conducting this study, other than their normal salary/bursary as an employee/student of the University. 
 
Who has reviewed the study? 
Research involving human participants is reviewed by an ethics committee to ensure that the dignity and well-
being of participants are respected.  This study has been reviewed by the Technology Faculty Ethics Committee 
and been given a favourable ethical opinion.  
Thank you 
     Thank you for taking time to read this information sheet and for considering volunteering for this 
research. If you do agree to participate your consent will be sought; please see the accompanying consent form.  
You will then be given a copy of this information sheet and your signed consent form, to keep. 
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Consent Form 
 
       Participant CONSENT FORM (Questionnaire) 
Title:   E-commerce In Jordan. 
Name and Contact Details of Researcher(s): Husam Yaseen  
Email: husam.yaseen@port.ac.uk 
Name and Contact Details of Supervisor (if relevant): Kate Dingley, 
Email: kate.dingley@port.ac.uk  
     
 
1. I read the information sheet, and I Understand the purpose of the study 
2. I understand that my participation is voluntary and that I cab withdrew at any time without prejudice 
3.  I understand that the results of this study may be published and/or presented at meetings or academic 
conferences. 
4.  I understand that the information collected about me will be used to support other research in the future, 
and may be shared anonymously with other researchers. 
5. I am over the age of consent and do not need to get parental permission to undertake this survey. 
 
 
 
Name of Participant:     Date:  Signature: 
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Participants CONSENT FORM 
Title of Project:   Evaluating Customer’s Awareness Towards E-Commerce Adoption: 
Evidence from The Jordanian Context. 
Name and Contact Details of Researcher(s): Husam Yaseen Email: husam.yaseen@port.ac.uk 
Name and Contact Details of Supervisor (if relevant): Kate Dingley, Email: kate.dingley@port.ac.uk  
     Ethics Committee Reference Number: ……HA1………….  
 
1. I confirm that I have read and understood the information sheet dated January 2016 (version 2.0) for the 
above study. I have had the opportunity to consider the information, ask questions and have had these 
answered satisfactorily. 
2. I understand that my participation is voluntary and that I am free to withdraw at any time without giving any 
reason. 
3.  I understand that the results of this study may be published and/or presented at meetings or academic 
conferences, and may be provided to research commissioners or funders. I give my permission for my anonymous 
data, which does not identify me, to be disseminated in this way. 
4. I agree with the data I contribute being retained for any future research that has been approved by a 
Research Ethics Committee. 
5. I consent to my participation to be audio/video recorded.  The recording will be transcribed and analysed for 
the purposes of the research (add further details about destruction or subsequent storage of recordings and/or 
transcripts). 
 6. I consent to verbatim quotes being used in publications; I will not be named, but I understand that there is a 
risk that I could be identified. 
 7.  I understand that the information collected about me will be used to support other research in the future, 
and may be shared anonymously with other researchers. 
 8. I agree to be named as a participant and referred to accordingly. 
 9. I would like to receive further information about the results of the study. 
10. I agree to take part in the above study. 
 
Name of Participant:     Date:  Signature: 
Please 
initial box 
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Invitation Letter 
 
 
 
 
 
 
Study Title: Evaluating Customer’s Awareness Towards E-Commerce Adoption: Evidence from The 
Jordanian Context. 
        REC Ref No: HA1........ 
Dear Sir/Madam, 
 
This is Husam Yaseen, a research student from School of Computing, University of 
Portsmouth, UK. I am writing to invite you to participate in an interview. The interview aim is 
to help the researcher to investigate some issues related to e-commerce implementation and 
facilitation that will be used to enhance e-commerce adoption in Jordan. 
For this study, I need to ask you some questions and about the different issues in e-commerce. 
Considering your experience as a stakeholder in Jordan, I believe that your feedback is very 
important for my research. I would be grateful if you would give me 15-30 minutes of your 
busy schedule to conduct an interview. 
I would be very happy to answer any questions you may have and can be contacted at the e-
mail address above. 
I look forward to hearing from you.  
Thank you,  
 
 
 
 
School of Computing 
 Researcher(s): Husam Yaseen 
Email: husam.yaseen@port.ac.uk  
Supervisor: Kate Dingley                              
Email: kate.dingley@port.ac.uk  
REQUEST FOR PARTICIPATION IN Interview 
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Invitation Letter 
 
 
 
 
 
Study Title: Evaluating Customer’s Awareness Towards E-Commerce Adoption: Evidence from The 
Jordanian Context. 
        REC Ref No: HA1.... 
Dear Sir/Madam, 
 
This is Husam Yaseen, a research student from School of Computing, University of 
Portsmouth, UK. I am writing to invite you to participate in a focus group. The focus group 
aim is to help the researcher to investigate some issues related to the drivers of successful 
businesses that will be used to identify the challenges and potentials of e-commerce adoption 
in Jordan. 
For this study, I need to ask you some questions, and we as a group will discuss about different 
issues. Considering your experience as a business owner, I believe that your feedback is very 
important for my research. I would be grateful if you would give me a sufficient time of your 
busy schedule to participate in a focus group.  The focus group will last up to 4 hours. 
There are no right or wrong answers to the focus group questions. We want to hear many 
different viewpoints and would like to hear from everyone. We hope you can be honest even 
when your responses may not be in agreement with the rest of the group. In respect for each 
other, we ask that only one individual speaks at a time in the group and that responses made by 
all participants be kept confidential. 
I would be very happy to answer any questions you may have and can be contacted at the e-
mail address above or in Person. 
I look forward to hearing from you.  
Thank you 
School of Computing 
 Researcher(s): Husam Yaseen 
Email: husam.yaseen@port.ac.uk  
Supervisor: Kate Dingley                             
 Email: kate.dingley@port.ac.uk  
REQUEST FOR PARTICIPATION IN Focus Group 
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Focus Group Ground Rules 
 
 
 
Focus Group Introduction 
Welcome 
 Thanks for agreeing to be part of the focus group. I appreciate your willingness to participate.  
 
Introductions  
Moderator (Researcher)  
 
Purpose of Focus Groups  
We are gathering today to conduct a focus group. The reason we have this focus groups is to 
investigate some issues related to the drivers of successful businesses that will be used to 
identify the challenges and potentials of e-commerce adoption in Jordan. We need your input 
and want you to share your honest and open thoughts with us. 
 
 Ground Rules 
1. We want you to do the talking. We would like everyone to participate. I may call on you if 
I have not heard from you in a while.  
 
2. There are no right or wrong answers Every person's experiences, and opinions are important. 
Speak up whether you agree or disagree. I want to hear a wide range of opinions.  
 
3. What is said in this focus group stays here. I want everyone to feel comfortable sharing when 
sensitive issues come up.  
 
4. I will be recording the group. We want to capture everything you have to say. I do not identify 
anyone by name in my report. You will remain anonymous. 
 
Thank you, 
School of Computing 
 Researcher(s): Husam Yaseen 
Email: husam.yaseen@port.ac.uk  
Supervisor: Kate Dingley                            
  Email: kate.dingley@port.ac.uk  
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Organisation Consent 
 
 
 
 
 
Dear Sir/Madam, 
 
I am a student undertaking a PhD degree at the University of Portsmouth. As part of my course, 
I am undertaking a research study titled: Evaluating E-Commerce Customer’s Awareness. My 
researcher aims to investigate some issues related to e-commerce implementation and 
facilitation that will be used to enhance e-commerce adoption in Jordan. 
 
Before undertaking the study, I need your agreement/consent to approach the following (Name 
of the participant) within your organisation to take part in the study.  I will recruit the participant 
to the study using email or telephone.  
 
I can assure you that I will make every effort to ensure the study does not disrupt the working 
environment in any way and any data collected will remain confidential. I have gained ethical 
approval for the study from the University of Portsmouth, School of Computing, Research and 
Ethics Committee. 
 
My research is supervised by Dr. Kate Dingley, Principal Lecturer at the University of 
Portsmouth. kate.dingley@port.ac.uk 
Yours Sincerely  
  
Husam Yaseen 
 
 
 
School of Computing 
 Researcher(s): Husam Yaseen 
Email: husam.yaseen@port.ac.uk  
Supervisor: Kate Dingley                             
 Email: kate.dingley@port.ac.uk  
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APPENDIX B Newspaper Keywords Frequency. 
 
 
Keywords Frequency 
Keywords Keywords Frequency 
Online 27 
E-commerce 23 
Shopping 9 
Internet 9 
E-payment 7 
Security 5 
E-Marketing 4 
E-business 4 
Website 4 
Users 3 
E-government 3 
E-marketing 2 
Web 2 
Systems 2 
Privacy 2 
Social media 2 
E-transaction 2 
Credit card 2 
Information 2 
Hosting 2 
ICT 2 
Networking 2 
Market 1 
Skills 1 
Buy 1 
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APPENDIX C Journals Analysis Relationships. 
 
Topic Relationship Found From the Journals Analysis  
Author Year Scope Topics Relations 
Craig Van Slyke 
Hao Lou 
France Belanger  
Varadharajan 
Sridhar 
2010 Influence of culture on 
online purchasing 
behaviour 
Culture 
Trust 
Intention to buy 
Culture->Trust->User intention 
culture->User intention 
Aikaterini C. Valvi 
Douglas C. West 
2013 Variables that affect e-
loyalty 
Satisfaction 
Dissatisfaction 
Trust 
Loyalty 
Price 
Perceived value 
Satisfaction(+)->E-loyalty 
web design->E-loyalty 
price->E-trust 
e-trust->E-loyalty 
customer satisfaction+loyalty-
>Website design 
Kiseol Yang 
Judith C. Forney 
2013 Consumers’ levels of 
technology anxiety 
among determinants of 
mobile shopping 
adoption  
Culture 
Intention to buy 
Culture->User intention 
Mijin Noh  
Kyungtag Lee  
Sanghyun Kim 
Gary Garrison 
2013 The effect of 
collectivism and price 
consciousness of 
purchase intention 
Intention to buy 
Price 
Price consciousness->Purchase 
intention 
Tao Zhou 2012 The effect of user 
adoption on location-
based services 
User intention  
Trust 
Privacy 
Trust (+)->User intention 
privacy concern(-)->User trust 
Sergio Román  
Isabel P. Riquelme 
2014 Effect of frustration on 
word of mouth (WOM) 
WOM Internet expertise (-)->Wom 
Familiarity with the website (-)-
>Wom 
Edward Shih-Tse 
Wang 
Nicole Pei-Yu 
Chou 
2014 Factors affecting 
repurchase 
Purchase 
Intention 
Price 
Price->Purchase Intention 
food quality->Purchase 
Intention 
June Lu  
Luzhuang Wang  
Linda A. Hayes 
2012 The influence of trust on 
satisfaction 
Purchase 
Intention 
Trust 
Trust (+)->Satisfaction 
Yo N G-Sheng 
Chang 
Shyh- Rong Fang 
2013 Factors affecting trust Trust 
User expertise 
Internet expertise->Trust  
Chao-Min Chiu 
Hsin-Yi Huang 
Chia-Hui Yen 
2010 The influence of trust on 
repeat purchase 
intention 
Purchase 
Intention 
Trust 
Trust->Repeat purchase 
intention 
Manuel J. 
Sanchez-Franco 
Francisco Javier 
Rondan-Cataluña 
2010 The influence of 
purchase involvement 
and design variables in 
the effective acceptance 
of online services 
Satisfaction 
Trust 
Satisfaction->Trust 
Trust->Commitment 
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Author Year Scope Topics Relations 
Yaobin Lu 
Ling Zhao 
Bin Wang 
2010 Effect of trust on 
purchase intention 
Purchase 
Intention 
Trust 
Trust->Purchase Intention 
 Herrero Crespo 
Ignacio Rodriguez 
Del Bosque 
2010 The influence of product 
perception, shopping 
experience, information 
provided and level of 
perceived risk on the 
adoption of b2c  
e-commerce 
Trust 
Attitude 
Attitude->Purchase 
Yonnim Lee 
Ohbyung Kwon 
2011 User satisfaction and 
continued use of web-
based services  
Satisfaction 
Purchase 
intention 
Satisfaction->Continuance 
intention 
Hee-Woong Kim 
Yunjie Xu 
Sumeet Gupta 
2012 Relative influence of 
price and trust on online 
purchasing decisions 
Trust 
Price 
Perceived value 
Purchase 
intention 
Trust->Purchase intention 
Price->Purchase Intention 
Perceived value->Purchase 
Intention 
Chechen Liao 
Chuang-Chun Liu 
Kuanchin Chen 
2011 Antecedents of privacy, 
trust and risk as well as 
their joint effect on two 
similar but 
fundamentally different 
activities: online 
transactions and 
retrieval of privileged 
information 
Privacy 
Trust 
Purchase 
intention 
Trust->Purchase intention 
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APPENDIX D Research Questionnaire 
 
Awareness in E-commerce survey: The case of Jordan 
This study aims to assess knowledge, acceptance, involvement, and responses of people in Jordan 
towards e-commerce.  
I would be grateful if you could complete this questionnaire by making appropriate responses as 
indicated. This should take around 25 minutes to complete. Your responses will be kept confidential 
and will only be used for research purposes. Personal anonymity will be respected. 
If any question makes you uncomfortable, you are not obliged to answer.   
 
 
 
 
What is your current place of residence? 
[ ] North of Jordan 
[ ] Middle of Jordan 
[ ] South of Jordan 
 
 
What is your read English language proficiency? (Such as reading web pages) 
[ ] Poor 
[ ] Fair 
[ ] Good 
[ ] Excellent 
 
 
 
What is your age group?   
[ ] 18-24 
[ ] 25-34  
[ ] 35-44 
[ ] 45-54 
[ ] +55 
What is your gender? 
[ ] Female 
[ ] Male 
 
Part A: Personal Information 
**Please select one of the following for each of the questions. 
Part B: Internet usage 
**Please select one of the following for each of the questions. 
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How often do you access the Internet? 
[ ] Everyday (regardless of the time spent) 
[ ] 5 or 6 days a week 
[ ] 3 or 4 days a week 
[ ] 1 or 2 days a week 
[ ] Sometimes less than once a week 
 
What is the device used mostly to gain access to the internet? 
   ** Please tick one answer 
[ ] Smartphone 
[ ] Tablet 
[ ] PC/Laptop 
[ ] Other, Please specify: __________________________________ 
 
 
 
 
What is you Nationality? 
____________________________________ 
Have you heard about e-commerce Online shopping in Jordan? 
[ ] Yes 
[ ] No 
[ ] Not sure 
 
If you answered “No or Not sure”, please tick “Not relevant If you answered “Yes” to the previous 
question. Please, tell us how you heard about e-commerce.” 
[ ] Media (TV, radio, newspaper) 
[ ] Internet (Websites, blogs, social media) 
[ ] Training or education 
[ ] Friends or family 
[ ] I cannot remember, I have been using it more than 2-3 years 
[ ] Not relevant 
[ ] Other: ____________________________________  
 
Have you ever purchased a product/services online in Jordan? 
[ ] Yes 
[ ] No 
 
 
 
 
 
Part C: Knowledge of E-Commerce 
**Please select one of the following for each of the questions. 
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According to MOICT (2014), E-commerce in Jordan has not taken off. This due to a number of factors. 
On a scale of 1-5, how will you rate these factors on e-commerce adoption? 
 (1-Very little effect, 2- Small effect, 3- Neutral, 4- Quite effect, 5- Highly effect). 
 
                1      2          3           4              5 
• Lack of payment systems                                                                [  ]      [  ]        [  ]         [  ]           [  ] 
• Lack of laws which support e-commerce process                      [  ]      [  ]        [  ]         [  ]           [  ] 
• Lack of awareness amongst consumers’ and business              [  ]      [  ]        [  ]         [  ]           [  ] 
regarding e-commerce                                                       
• Affordability (The cost of broadband access and                       [  ]      [  ]         [  ]        [  ]           [  ]        
the cost of PCs)   
• changes to licenses and taxes that deter                                    [  ]      [  ]         [  ]        [  ]           [  ]  
e-commerce entrepreneurs        
 
 
 
 
 
How many times might a year you have done the following? 
   ** If your answer is more than 12, just tick. 
 
[ ] Download a form 
[ ] Play computer games 
[ ] Provide feedback 
[ ] Make a direct application 
[ ] Make a payment 
[ ] Place an order such as books, sport items, food, CDs etc. 
[ ] Make a registration 
[ ] Download music or film 
[ ] Other – Please specify: _______________________________________ 
 
 
Rank the source you would use to get any information about any new product or service  
** Rank 1 for the key source, 2 for the second choice and so on. 
 
[ ] TV  
[ ] Radio 
[ ] Social media (Facebook, Twitter, Blogs, Instagram) 
[ ] Company website 
[ ] Newspaper 
[ ] Family/ friend 
[ ] Other, Please specify: ______________________________ 
 
 
 
 
 
 
Part D: Usage of e-commerce 
** Each of following questions have different answer style, please follow the Instruction 
for each statement: 
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Rank the following if you do not use the internet as a source of purchase. 
   ** Rank 1 for the most, 2 for the second chose and so on. 
 
 [ ] Value 
 [ ] Quality 
 [ ] Safety 
 [ ] Guarantee 
 [ ] Comparison 
 
 
 
 
                                                                                                          Strongly 
                                                                                                         Agree 
Agree Neutral Disagree Strongly 
Disagree 
I cannot be bothered to learn more about e-commerce.      
I feel e-commerce is very difficult to use.      
I believe that the information and services that have been 
provided by businesses were not sufficient. 
     
I feel the reliability of the internet needs to be upgraded 
to improve online shopping. 
     
I believe the government does little to support e-
commerce. 
     
I feel it is not safe to shop online.      
I believe any product I buy online can be delivered to 
home or post office 
     
I believe that I am able to pay by credit card, visa card, 
master card or another electronic method of payment 
     
I believe e-commerce is an attractive way to do shopping      
I know how to buy products over the Internet      
I know how to access shopping websites      
I believe I have the right to return the product I ordered 
and get my money back, without giving any reason 
     
 
 
 
 
 
Which of the following best describes your educational level?  
[ ] Postgraduate 
[ ] Undergraduate 
[ ] College 
[ ] Secondary school 
[ ] No qualifications 
 
Part E: Attitude towards the use of e-commerce 
**Answer all questions even though you have not used e-commerce before. 
Part F: General Questions 
**Answer all questions below. Tick your answer in “Yes” if you know or sure that's the right 
answer. Otherwise, tick your answer in “No” if you are not sure or do not know anything about it. 
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Do you agree that government and businesses should provide more information about e-commerce 
through their websites? 
      [   ] Yes   [    ] No 
 
Do you want or will you continue to participate in using e-commerce to ensure the success and 
growth of e-commerce in Jordan? 
      [   ] Yes   [    ] No 
 
Are you willing to be contacted again in order to participate in another study about e-commerce? 
  [   ] Yes   [    ] No 
 
 
 
Thank you for your participation and kind co-operation. The responses will assist in my research, and 
the results will be used to advise e-commerce in Jordan. 
Husam Yaseen (PhD Research student in E-commerce at University of Portsmouth, UK) 
Husam Yaseen (Husam.Yaseen@port.ac.uk) 
Supervised by: 
Dr. Kate.Dingley (Kate.Dingley@port.ac.uk) 
Dr.Carl Adams (Carl.Adams@port.ac.uk) 
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APPENDIX E Pilot Study Findings 
 
What is your current place of residence? 
 
 
What is your read English language proficiency? (Such as reading web pages) 
 
 
 What is your age group?
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What is your gender? 
 
How often do you access the Internet?
 
What is the device used mostly to gain access to the internet? 
 
What is you Nationality? 
 
Have you heard about e-commerce Online shopping in Jordan? 
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If you answered “No or Not sure”, please tick “Not relevant If you answered “Yes” to the previous 
question. Please, tell us how you heard about e-commerce.” 
 
Have you ever purchased a product/services online in Jordan? 
 
According to MOICT (2014), E-commerce in Jordan has not taken off. This due to a number of 
factors. On a scale of 1-5, how will you rate these factors on e-commerce adoption? (1-Very little 
effect, 2- Small effect, 3- Neutral, 4- Quite effect, 5- Highly effect). 
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How many times a year might you have done the following?  
** If your answer is more than 12, just tick. 
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Rank the following if you do not use the internet as a source of purchase.  
** Rank 1 for the most, 2 for the second chose and so on. 
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Attitude towards the use of e-commerce  
**Answer all questions even though you have not used e-commerce before. 
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Which of the following best describes your educational level? 
 
 
 
Do you agree that government and businesses should provide more information about e-
commerce through their websites? 
 
 
 
Do you want, or will you continue to participate in using e-commerce to ensure the success and 
growth of e-commerce in Jordan? 
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Are you willing to be contacted again in order to participate in another study about e-commerce? 
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APPENDIX F Research Questionnaire 
 
 
Study Title 
Electronic Commerce Awareness in Jordan 
 
 
 
You are being invited to participate in a research study about e-commerce in Jordan. This study is 
being conducted by Husam Yaseen from the School of Computing at the University of Portsmouth. 
This study is part of my PhD degree requirements. Joining the study is entirely up to you before you 
decide I would like you to understand why the research is being done and what it would involve for 
you. 
This study seeks to assess knowledge, acceptance, involvement, and responses of people in Jordan 
towards e-commerce. It also seeks to determine the level of e-commerce awareness in Jordan. This 
questionnaire will take approximately 20 minutes to complete. The findings of the collected data may 
not benefit you directly, but it should provide a benefit for Jordanian customers in general. 
There is no risk or costs in case you decide to participate in this study. The information you provided 
in this study will be kept confidential and will only be used for academic purposes. The ethical approval 
was obtained for the study from the University of Portsmouth, School of Computing, Research and 
Ethics Committee. If you have any concerns about your rights in relation to this study, please contact 
the researcher Husam Yaseen Husam.yaseen@port.ac.uk, researcher supervisor Dr.Kate Dingley 
kate.dingley@port.ac.uk, or the administrator of the ethics committee, at the University of Portsmouth 
on sharman.rogers@port.ac.uk. 
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Q1. What is your age group? 
[ ] 18-24 
[ ] 25-34 
[ ] 35-44 
[ ] 45-54 
[ ] +55 
Q2. What is your gender? 
[ ] Female 
[ ] Male 
Q3. Which of the following best describes your educational level? 
[ ] Postgraduate 
[ ] Undergraduate 
[ ] College 
[ ] Secondary school 
[ ] No qualifications 
 
 Q4. What is your read English language proficiency? (Such as reading web pages) 
[ ] Weak 
[ ] Fair enough  
[ ] Good 
[ ] very good  
[ ] Excellent 
 
Q5. How often do you access the Internet? 
[ ] Everyday (regardless of the time spent) 
[ ] 5 or 6 days a week 
[ ] 3 or 4 days a week 
[ ] 1 or 2 days a week 
[ ] Sometimes less than once a week 
 
Q6. Do you believe e-commerce (Online shopping) exist in Jordan? 
[ ] Yes 
[ ] No 
 
Q7.Have you ever purchased a product/services online in Jordan? 
[ ] Yes 
[ ] No 
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Q8. On a scale of 1-5, how familiar are you with 
following websites? 
1 
Not at all 
familiar 
2 
Slightly 
familiar 
3 
Moderately 
familiar 
4 
Very 
familiar 
5 
Extremely 
familiar 
A. Amazon      
B. eBay      
C. Alibaba      
D. Markavip      
E. Expedia      
F. Trip Advisor      
G. Walmart      
H. Jamalon      
I. Sajilni      
J. OpenSooq      
 
Q9. Rate your source of information about any 
product/service on a scale of 1-5 
1 
Never 
Used 
2 
Rarely 
Used 
3 
Sometimes 
Used 
4 
Often 
Used 
5 
Always 
used 
A. Media (TV, Radio, Newspaper)      
B. Social media (Facebook, Twitter, Blogs)      
C. Company website      
D. Family/Friend      
E. Training/ Education      
 
Q10. Please rate your usage to the following on a 
scale of 1-5 
1 
Never 
2 
Rarely 
3 
Sometimes 
4 
Often 
5 
Always 
A. Download a form      
B. Play computer games      
C. Provide feedback      
D. Make a direct application      
E. Make a payment online      
F. Buy something online      
G. Register for something      
H. Social network use      
I. Download music or film      
 
Q11.Which of these do you mostly use to buy 
the following items? 
Offline Online Both 
A. Grocery    
B. Clothing & Jewellery    
C. Technology& Gaming    
D. Health& Beauty    
E. Books & Music    
F. Airline Tickets    
G. White goods    
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Q12. E-commerce in Jordan has not taken off. This 
due to a number of factors. On a scale of 1-5, how 
will you rate these factors on e-commerce adoption? 
1 
Not at all 
influential 
2 
Slightly 
influential 
3 
Moderately 
influential 
4 
Very 
influential 
5 
Extremel
y 
influential 
A. Lack of payment systems      
B. Lack of laws which support e-commerce 
process 
     
C. Lack of awareness amongst consumers’ and 
business regarding e-commerce 
     
D. Affordability (The cost of broadband access 
and the cost of PCs) 
     
E. changes to licenses and taxes that deter e- 
commerce entrepreneurs 
     
 
 
Q13. On a scale of 1-5, Please indicate your level of 
agreement or disagreement with the following statements 
Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
A. I know how to access shopping websites      
B. I believe e-commerce is an attractive way to do 
shopping 
     
C. I believe that I can purchase any product or 
service online 
     
D. I feel e-commerce is easy to use.      
E. I believe that the information and services that have been 
provided by businesses were sufficient. 
     
F. I feel it is safe to shop online.      
G. I believe that I am able to pay by credit card, visa card, 
master card or another electronic method of 
payment 
     
H. I believe any product I buy online can be 
delivered at home or post office 
     
I. I believe I have the right to return the product I 
ordered and get my money back, without giving any reason 
     
 
 
 
Q14. Do you consider yourself to be experienced? 
[ ] E-commerce user 
[ ] Internet user 
[ ] Both (E-commerce and Internet) user 
 
Q15.Are you willing to be contacted again in order to participate in another study about e-
commerce? 
[ ] Yes 
[ ] No
 235 | P a g e   
APPENDIX G Questionnaire Reliability Testing. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Reliability Statistics 
Cronbach's Alpha Cronbach's Alpha 
Based on 
Standardized 
Items 
N of Items 
.844 .868 6 
Item-Total Statistics 
Familiarity Scale Mean if 
Item Deleted 
Scale 
Variance if 
Item Deleted 
Corrected 
Item-Total 
Correlation 
Squared 
Multiple 
Correlation 
Cronbach's 
Alpha if Item 
Deleted 
Source 81.2600 254.720 .829 .710 .802 
 Usage 87.5400 468.453 .683 .481 .829 
 Purchase 80.1600 364.196 .727 .589 .796 
Influence 91.5700 440.429 .796 .674 .810 
Agreement 83.0200 523.151 .275 .124 .867 
Scale Statistics 
Mean Variance Std. Deviation N of Items 
100.4700 556.050 23.58070 6 
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APPENDIX H Questionnaire Complete Analysis. 
 
 
 
 
 
 
 
 
 
 
Q2: What Is Your 
Gender? Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid                Female 150 38.9 38.9 38.9 
                         Male 236 61.1 61.1 
100.0 
 Total 386 100.0 100.0 
 
Q1: What Is Your Age 
Group? Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid                18- 24 205 53.1 53.1 53.1 
                         25-34 96 24.9 24.9 78.0 
                          35-44 45 11.7 11.7 89.6 
                           45-54 33 8.5 8.5 98.2 
                          55* 7 1.8 1.8 
100.0 
    Total 386 100.0 100.0 
Q3: Which Of The Following 
Best Describes Your 
Educational Level? Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid      Postgraduate 97 25.1 25.1 25.1 
              Undergraduate 198 51.3 51.3 76.4 
           College 47 12.2 12.2 88.6 
         Secondary school 
28 7.3 7.3 95.9 
          No qualifications 
16 4.1 4.1 
100.0 
 Total 386 100.0 100.0 
 237 | P a g e   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
     
Cross-tabulation Q 6 &Q 7 
  
  
Q7: Have you ever purchased a 
product/services online in Jordan? 
Total 
  Yes No   
Q6: Do you believe e-commerce 
(Online shopping) exist in Jordan? 
Yes 92 225 317 
  No 0 69 69 
Total  92 294 386 
%58 of the participants believe that e-commerce exists BUT have never made a purchase online in 
Jordan. Meanwhile, %24 who believe e-commerce existed and shopped online. 
Q4: What Is Your Read English 
Language Proficiency? (Such 
As Reading Web Pages) Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Valid                 Weak 73 18.9 18.9 18.9 
                Fair enough 75 19.4 19.4 38.3 
                Good 131 33.9 33.9 72.3 
                very good 
57 14.8 14.8 87.0 
                Excellent 
50 13.0 13.0 
100.0 
 Total 386 100.0 100.0 
Q5: How Often Do 
You Access The 
Internet? Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid            Everyday 
                  regardless of  
                 the time spent) 
377 97.7 97.7 97.7 
5 or 6 days a week 3 .8 .8 98.4 
5 or 6 days a week 
2 .5 .5 99.0 
Sometimes less than 
once a week 4 1.0 1.0 
100.0 
 Total 386 100.0 100.0 
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(%67) of our participants were familiar with OpenSooq website which is an electronic adverts 
platform in Arabic and supports several Arab countries. On the other side the awareness percentage 
below (%50) for the rest of e-commerce sites which are professional, and provide more advanced e-
business (Auctioning, travel, etc.).     
 
Q9. Rate your source of information about 
any product/service on a scale of 1-5 
Never 
Used 
Rarely 
Used 
Sometimes 
Used 
Often 
Used 
Always 
used 
Mean 
Used 
percentage 
A.   Media (TV, Radio, Newspaper) 135 149 92 10 0 1.94 39% 
B.   Social media (Facebook, Twitter, Blogs) 48 88 157 84 9 2.79 56% 
C.    Company website 46 58 122 116 44 3.14 63% 
D.   Family/Friend 2 3 97 180 104 3.99 80% 
E.    Training/ Education 219 116 45 5 1 1.58 32% 
Overall    54% 
 
Most of our participant (%80) considers family and friends their source of information about 
products and services for online shopping, while Social media, a very effective marketing platform 
with (%56) usage awareness.  
Q8; On a scale of 1-5 how familiar 
are you with following websites? 
Not at all 
familiar 
Slightly 
familiar 
Moderately 
familiar 
Very 
familiar 
Extremely 
familiar Mean 
Familiarity 
Percentage 
A. Amazon 124 77 135 48 2 2.29 46% 
B. Ebay 214 76 71 24 1 1.77 35% 
C. Alibaba 275 59 38 14 0 1.46 29% 
D. Markavip 219 33 71 48 15 1.98 40% 
E. Expedia 261 52 48 23 2 1.58 32% 
F. Trip Advisor 276 53 42 14 1 1.47 29% 
G. Walmart 340 18 17 11 0 1.22 24% 
H. Jamalon 274 27 48 29 8 1.63 33% 
I. Sajilni 244 38 71 29 4 1.73 35% 
J. Open Sooq 72 8 76 166 64 3.37 67% 
Overall websites familiarity    37% 
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Q10. Please rate your usage to  the 
following  
Never Rarely Sometimes Often Always Mean 
usage 
percentage  
A.   Download a form 84 82 115 93 12 2.66 53% 
B.    Play computer games 125 90 95 65 11 2.35 47% 
C.    Provide feedback 306 56 20 4 0 1.28 26% 
D.   Make a direct application 102 77 110 88 9 2.57 51% 
E.    Make a payment online 295 25 50 16 0 1.45 29% 
F. Buy something online 296 43 37 10 0 1.38 28% 
G.   Register for something 60 38 119 132 37 3.12 62% 
H.   Social network use 3 48 32 29 274 4.36 87% 
I. Download music or film 33 46 77 79 151 3.7 74% 
Average   51% 
 
Most participants use social network (%87) followed by (%74) downloaded music or films. On the 
other hand (%28) bought something online or with (%29) who make an online payment.  
 
Q11. Which of these do you mostly 
use to buy the following items? 
Offline Online Both 
A.   Grocery 386 0 0 
B.    Clothing & Jewellery 350 0 36 
C.    Technology& Gaming 325 0 61 
D.   Health& Beauty 369 0 19 
E.    Books & Music 329 3 54 
F. Airline Tickets 295 22 69 
G.   White goods 386 0 0 
 
Only (%6) of participant use online shopping for buying Airline tickets. None of the participants 
bought Grocery and White goods online; this may relate to cultural aspects as people in Jordan 
indent to feel and see this kind of products before purchasing. 
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Q12. E-commerce setback in 
Jordan 
Not at all 
influential 
Slightly 
influential 
Moderately 
influential 
Very 
influential 
Extremely 
influential 
Mean Setback 
percentage  
A.   Lack of payment systems 1 13 169 166 37 3.58 72% 
B.   Lack of laws which support e-
commerce process 
0 0 9 142 235 4.59 92% 
C.   Lack of awareness amongst 
consumers’ and business regarding  
e-commerce 
0 3 128 153 102 3.92 78% 
D.   Affordability (The cost of 
broadband access and the cost of 
PCs) 
30 110 174 63 9 2.77 55% 
E.   changes to licenses and taxes 
that deter e-commerce 
entrepreneurs 
79 137 138 29 3 2.33 47% 
Overall   69% 
 
The majority of the participant (%92) thinks Lack of laws which support e-commerce process are 
the most important issues of the setback of e-commerce in Jordan. Followed by Lack of awareness 
amongst consumers’ and business regarding e-commerce (%78).  With overall setback awareness 
(%69) considered high. 
Q13. level of agreement 
Strongly 
Disagree 
Disagree Neutral Agree 
Strongly 
Agree 
Mean 
Agreement 
Percentage 
A.   I know how to access shopping websites 6 30 58 244 48 3.77 75% 
B.   I believe e-commerce is an attractive way 
to do shopping 
45 175 96 60 10 2.52 50% 
C.   I  believe  that  I  can  purchase  any  
product  or service online 
132 213 34 7 0 1.78 36% 
D.   I feel e-commerce is easy to use. 29 85 166 106 0 2.9 58% 
E.   I believe that the information and services 
that have been provided by businesses were 
sufficient. 
63 269 51 3 0 1.99 40% 
F.    I feel it is safe to shop online. 205 104 69 8 0 1.69 34% 
G.   I believe that I am able to pay by credit 
card, visa card, master card or another 
electronic method of payment 
2 81 172 131 0 3.12 62% 
H.   I  believe  any  product  I  buy  online  can  
be delivered to home or post office 4 86 167 127 2 3.1 62% 
I.    I believe I have the right to return the 
product I ordered and get my money back, 
without giving any reason 
175 165 46 0 0 1.67 33% 
Overall   50% 
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Most of the participants (% 75) know how to access shopping websites, while (%34) feel safe to 
shop online. 36% of the participants do not believe they can buy any products/ service online; this 
also confirms the lack of awareness about online products and services. 
 
Q14. Do you consider yourself 
to be experienced? 
count percentage  
E-commerce user 18 4.70% 
Internet user 309 80.10% 
Both 59 15.30% 
 
Most of the participant (%80) believes they are professional internet users, while (%5) use e-
commerce. Confidential could be the reason for the participants to consider themselves as an 
internet user, therefore awareness of e-commerce concept, process and types should clearly 
illustrate to maintain the knowledge. 
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APPENDIX I Questionnaire Correlation Analysis. 
 
Demographics and Source of Information  Correlation 
Regression                    
(Least 
Squares)  
Independent  Subcategory  Mean Count 
Interaction 
Percentage 
Spearman  Sig R2 Sig 
Age group 
18-24 2.62 205 52% 
0.234 0.000 0.066 0.000 
25-34 2.65 96 53% 
35-44 2.78 45 56% 
45-54 2.96 33 59% 
55+ 3.29 7 66% 
Gender 
Female 2.69 150 54% 
-0.002 0.000 0.000 0.988 
Male 2.69 236 54% 
Education level 
Postgraduate 3.01 97 60% 
-0.473 0.000 0.240 0.000 
Undergraduate 2.66 198 53% 
College 2.63 47 53% 
Secondary school 2.15 28 43% 
No qualifications 2.20 16 44% 
Read English 
Weak 2.29 73 46% 
0.459 0.000 0.217 0.000 
Fair enough 2.61 75 52% 
Good 2.76 131 55% 
very good 2.87 57 57% 
Excellent 2.99 50 60% 
 
The interaction results shown in the table above summarises the interaction of demographic 
factor showing each group count and percentage of groups agreement about the rate of the 
source of information of products /services based on its overall mean value. 
For age group the source of information awareness increases with age, starting from %52 to 
%66 for 55+ ages. With Spearman correlation (0.234) of a positive value but weak relation 
and is statistically significant at the p-value (sig = 0.00). It means there are differences 
between participant’s age groups on rating source of information about any products or 
services for online shopping.  
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The same is applied for Spearman correlation p-values (0.00) are statistically significant for 
other demographics independent variables.  
Regression analysis helps one understand how the typical value of the dependent variable (or 
'criterion variable') changes when any one of the independent variables is varied. 
Nonparametric regression is somewhat smaller (r2), but higher value means better prediction 
model.  The regression p-value for all demographic variables except Gender is (sig. = 0.00), 
which shows same results as the correlation of statistical significance.  Gender group p-value 
(sig. = 0.988) is not statistically significant, which says there are no differences between male 
(%54) and female (%54) about the rate of the source of information. The interaction 
percentage also increases with the level of education and with reading English proficiency. 
 
Demographics E-commerce. setback factors  Correlation 
Regression                    
(Least 
Squares)  
Independent  Subcategory  Mean Count 
Interaction 
Percentage 
Spearman  Sig R2 Sig 
Age group 
18-24 3.44 205 69% 
0.009 0.864 0.004 0.222 
25-34 3.42 96 68% 
35-44 3.34 45 67% 
45-54 3.55 33 71% 
55+ 3.77 7 75% 
Gender 
Female 3.45 150 69% 
-0.051 0.318 0.001 0.492 
Male 3.43 236 69% 
Education level 
Postgraduate 3.51 97 70% 
-0.135 0.008 0.020 0.005 
Undergraduate 3.44 198 69% 
College 3.34 47 67% 
Secondary school 3.36 28 67% 
No qualifications 3.33 16 67% 
Read English 
Weak 3.41 73 68% 
0.063 0.216 0.006 0.131 
Fair enough 3.36 75 67% 
Good 3.48 131 70% 
very good 3.42 57 68% 
Excellent 3.49 50 70% 
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The interaction of demographic factors of setback issues in Jordan shows an interesting 
result:-The p-values form spearman correlation and regression (sig. >0.05), for Age group, 
gender and Read English are not statistically significant, which shows there is no difference 
within each demographic factor. Consequently, it is statistically significant for the level of 
education. The interaction percentage is moderately considered above average for all factors.  
 
Age and Usage 
  Age and Usage Correlation 
Age A B C D E F G H I 
18-24    Mean 
                N 
     Std. Deviation 
2.6634 
 205 
1.05667 
2.8634 
205 
1.07598 
1.1902 
205 
.45147 
2.6341 
205 
.70450 
1.3024 
205 
.70450 
1.2537 
205 
.60557 
3.3366 
205 
1.13711 
4.9366 
205 
.24430 
4.2488 
205 
.92438 
25-34    Mean 
                 N 
     Std. Deviation 
2.5729 
96 
1.12151 
2.4167 
96 
.96972 
1.1250 
96 
.39068 
2.2292 
96 
1.10957 
1.2604 
96 
.60253 
1.2188 
96 
.50686 
2.9687 
96 
1.08048 
4.8437 
96 
.39278 
4.1771 
96 
.83344 
35-44    Mean 
               N 
     Std. Deviation 
2.333 
45 
1.31426 
1.000 
45 
.0000 
1.4000 
45 
.71985 
2.4222 
45 
1.81520 
1.7111 
45 
1.07919 
1.5556 
45 
.89330 
2.4000 
45 
1.17551 
2.4667 
45 
.54772 
2.0444 
45 
.76739 
45-54    Mean 
                 N 
     Std. Deviation 
3.000 
33 
1.43614 
1.0303 
33 
.17408 
1.8182 
33 
.98281 
3.000 
33 
1.32288 
2.3030 
33 
1.21153 
2.1818 
33 
1.15798 
3.1212 
33 
1.47389 
2.3030 
33 
.68396 
1.6667 
33 
.73598 
55*        Mean 
                  N 
     Std. Deviation 
4.000 
7 
.57735 
1.000 
7 
.0000 
2.7143 
7 
.75593 
4.1429 
7 
.69007 
2.5714 
7 
1.39728 
2.4286 
7 
1.39728 
3.7143 
7 
1.25357 
2.4286 
7 
.78680 
1.1429 
7 
.37796 
Total      Mean 
                 N 
     Std. Deviation 
2.6554 
368 
1.15452 
2.3446 
386 
1.17680 
1.2898 
386 
.60685 
2.5674 
386 
1.24915 
1.4482 
386 
.87009 
1.3808 
386 
.7650 
3.1244 
386 
1.19743 
4.3549 
386 
1.11236 
3.6969 
386 
1.32267 
 
Q10 offers a series of Likert scale items and ask respondents to rate their frequency of use 
(1= never through to 5 = always). Overall, the most frequent use is ‘social network use’ (mean 
4.35) and the lowest was ‘provide feedback’ 1.27 and the second lowest is ‘buy something 
online’ (mean 1.28). Amongst 18-24-year-olds the highest usage (after social network use) 
was downloading music or film (4.24) and register for something (3.33). This was also the 
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pattern for 25-34-year-olds: the highest usage after social network usage was also 
downloading music or film, (4.17). 
For 35-44-year-olds, the social network is the most common type of use, but usage is much 
lower than for the two younger age groups (2.46 for 35-44-year-olds compared to 4.93 for 18-
24-year-olds). The next most frequent usage in this group is ‘make a direct application 
‘closely followed by ‘register for something’ (mean 2.40). This group were also more likely 
to purchase online than the younger age groups (mean 1.55) although clearly there are still 
not purchasing online very often. Altogether this suggests a much more ‘functional’ use of 
the internet for 35-44-year-olds compared to the more leisure/social use of the younger age 
groups  
Social network use clearly peaks with the 35-44-year-old group, as it the 45-54-year-olds uses 
this somewhat less (mean 2.30). The highest use item for 45-54-year-old is ‘register for 
something (mean 3.12) followed by ‘make a direct application’ and ‘download a form’ (both 
on the mean of 3). 45-54 year old are more likely to make a purchase online than the younger 
age groups (mean 2.18), but levels are still low in absolute terms. 
Amongst those aged 55 and above the highest use is for ‘make a direct application’ (4.14) 
followed by ‘download a form’ (mean 4.0), followed by ‘register for something’ (mean 3.71). 
They have the highest frequency of any age group for purchasing online (2.42). 
Overall, there is a strong positive relationship between age and online purchase (older people 
more likely to purchase online. This is shown through inferential statistics (chi-square) as 
shown below, p<.001. 
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The Correlation between Age and Online Purchase  
Crosstab 
What is your Age Group? Buy something online 
   Never         Rarely          Sometimes                Often 
Total 
18- 24       Count 
               % 
170 
82.9% 
19 
9.3% 
15 
7.3% 
1 
0.5% 
205 
100.0% 
25- 34       Count 
               % 
79 
82.3% 
13 
13.3% 
4 
4.2% 
0 
0.0% 
96 
100.0% 
35- 44        Count 
              % 
30 
66.7% 
7 
15.6% 
6 
13.3% 
2 
4.4% 
45 
100.0% 
45- 54       Count 
            % 
14 
42.4% 
4 
12.1% 
10 
30.3% 
5 
15.2% 
33 
100.0% 
55 +          Count 
                % 
3 
42.4% 
0 
0.0% 
2 
28.6% 
2 
28.6% 
7 
100.0% 
Total         Count 
             % 
296 
76.7% 
43 
11.1% 
37 
9.6% 
10 
2.6% 
386 
100.0% 
 
 
Chi-Square Test 
 Value df Asymp.Sig 
(2-Sided) 
Pearson Chi-Square 77.886a 12 .000 
Likelihood Ratio 55.399 12 .000 
Linear- by – Linear Association 46.971 1 .000 
N of Valid Cases 386   
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1. Gender and Usage 
 
Gender and Usage Correlation  
Gender A B C D E F G H I 
Female    Mean 
                  N 
      Std. Deviation 
2.7067 
150 
1.15012 
2.0667 
150 
1.01444 
1.333 
150 
.66218 
2.7533 
150 
1.28458 
1.4333 
150 
.86247 
1.3600 
150 
.73530 
3.3200 
150 
1.14880 
4.5733 
150 
.93656 
4.0200 
150 
1.21771 
Male     Mean 
                 N 
      Std. Deviation 
2.6229 
236 
1.15857 
2.5212 
236 
1.23924 
1.2458 
236 
.56773 
2.4492 
236 
1.21408 
1.4576 
236 
.87659 
1.3941 
236 
.78375 
3.0000 
236 
1.21340 
4.2161 
236 
1.19214 
3.4915 
236 
1.34794 
Total    Mean 
               N 
      Std. Deviation 
2.6554 
386 
1.15452 
2.3446 
386 
1.17680 
1.2798 
386 
.60685 
2.5674 
386 
1.24915 
1.4482 
386 
.87009 
1.3808 
386 
.76450 
3.1244 
386 
1.19743 
4.3549 
386 
1.11236 
3.6969 
386 
1.32267 
 
Men were more likely to play computer games (mean 2.52 compared to 2.06 for women), 
men were slightly more likely to make a payment online (1.45 compared to 1.43 for women). 
Men were slightly more likely to say that they had purchased something online (1.39 
compared to 1.36 for women). Women were more likely to have downloaded a form, made a 
direct application, registered for something, and used a social network or download music or 
film. Differences by gender on online purchasing were not statistically significant, using chi-
square. 
 
 
The Correlation between Age and Online Purchase  
What is your Gender? Buy something online 
   Never         Rarely          Sometimes                Often 
Total 
Female       Count 
               % 
117 
78.0% 
14 
9.3% 
17 
11.3% 
2 
1.3% 
150 
100.0% 
Male       Count 
               % 
179 
75.8% 
29 
12.3% 
20 
8.5% 
8 
3.4% 
236 
100.0% 
Total                 Count 
             % 
296 
76.7% 
43 
11.1% 
37 
9.6% 
10 
2.6% 
386 
100.0% 
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Chi-Square Test 
 Value df Asymp.Sig 
(2-Sided) 
Pearson Chi-Square 3.053a 3 .383 
Likelihood Ratio 3.203 3 361 
Linear- by – Linear Association .182 1 .670 
N of Valid Cases 386   
 
 
2. Education and Usage 
 
Age and Usage Correlation 
 
Age A B C D E F G H I 
Postgraduate  Mean  
N                                                                                        
Std. Deviation 
3.6082 
97 
8.2357 
1.5979 
97 
.96458 
1.7732 
97 
.89565 
3.5052 
97 
.80524 
2.1856 
97 
1.13953 
2.0412 
97 
1.04001 
3.6701 
97 
.90969 
3.6082 
97 
1.38110 
2.9897 
97 
1.54444 
Undergraduate     Mean 
                                
                                  N 
 
               Std. Deviation 
2.7020 
198 
.97016 
2.6818 
198 
1.10135 
1.1616 
198 
.39559 
2.5404 
198 
1.03536 
1.2879 
198 
.678142 
1.2323 
198 
.55788 
3.2576 
198 
1.06600 
4.7475 
198 
.70305 
4.0606 
198 
1.04048 
College                  Mean 
                  
                                 N 
  
                Std. Deviation 
1.9362 
47 
.94188 
2.4894 
47 
1.08091 
1.0213 
47 
.14586 
1.9574 
47 
1.06235 
1.0000 
47 
.00000 
1.0000 
47 
.00000 
2.7872 
47 
1.19667 
4.5957 
47 
.85108 
3.8298 
47 
1.20360 
School                 Mean 
                           
                                 N 
 
               Std. Deviation 
1.1786 
28 
.39002 
2.6429 
28 
1.33927 
1.0000 
28 
.00000 
1.0714 
28 
.26227 
1.0000 
28 
.00000 
1.0000 
28 
.000000 
1.9286 
28 
1.24510 
4.2500 
28 
1.46059 
3.9286 
28 
1.21499 
No qualifications    Mean 
                                 
                                       N 
 
                  Std. Deviation 
1.0000 
16 
.00000 
1.7500 
16 
1.06458 
1.0000 
16 
.00000 
1.6250 
16 
2.50000 
1.0625 
16 
.25000 
1.0000 
16 
.00000 
1.2500 
16 
.68313 
3.500 
16 
1.46059 
2.6875. 
16 
1.44770 
Total                    Mean 
 
                              N 
 
             Std. Deviation 
2.6554. 
386 
1.15452 
2.3446 
386 
1.17680 
1.2798 
386 
1.24915 
2.5674 
386 
1.24915 
1.4482 
386 
.87009 
1.3808 
386 
.76450 
3.1244 
386 
1.19743 
4.3549 
386 
1.11236 
3.6969 
386 
1.32267 
 
The likelihood of ‘downloading a form’ increases according to educational level (3.60 for 
postgraduates and just 1.00 for those with no qualifications). Undergraduates have the highest 
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level of social network use (4.74) and downloading films or music (4.06). Postgraduates had 
by far the highest levels of online purchasing (mean 2.04), and this was nearly double that of 
undergraduates (1.23). For all other education levels the mean score for purchasing online 
was 1.00). 
3. Access the Internet and Usage 
 
 
Access the Internet and Usage Correlation 
Age A B C D E F G H I 
Everyday        Mean 
      
                          N 
 
         Std. Deviation 
2.6950 
377 
1.13915 
2.3581 
377 
1.17900 
1.2865 
377 
.61250 
2.6021 
377 
1.24234 
1.4589 
377 
.87764 
1.3899 
377 
.77130 
3.1751 
377 
1.16515 
4.3793 
377 
1.09491 
3.7135 
377 
1.31183 
5 or 6 days     Mean 
                     
                           N 
 
         Std. Deviation 
1.0000 
3 
.00000 
1.6667 
3 
.57735 
1.0000 
3 
.00000 
1.3333 
3 
.57735 
1.0000 
3 
.00000 
1.0000 
3 
.00000 
1.0000 
3 
.00000 
3.3333 
3 
1.15470 
3.3333 
3 
2.08167 
3 or 4 days     Mean 
                        
                            N 
 
        Std. Deviation 
1.0000 
2 
.00000 
1.5000 
2 
.70711 
1.0000 
2 
.00000 
1.0000 
2 
.00000 
1.0000 
2 
.00000 
1.0000 
2 
.00000 
1.0000 
2 
.00000 
4.0000 
2 
1.41421 
3.5000 
2 
.70711 
Less than once  Mean 
                               
                                N 
          
         Std. Deviation 
1.0000 
4 
.00000 
2.0000 
4 
1.41421 
1.0000 
4 
.00000 
1.0000 
4 
.00000 
1.0000 
4 
.00000 
1.0000 
4 
.00000 
1.0000 
4 
.00000 
3.0000 
4 
1.82574 
2.2500 
4 
1.91485 
Total                 Mean 
                       
                                N 
                   
             Std. Deviation 
2.6554 
386 
1.15452 
2.3446 
386 
1.17680 
1.2798 
386 
.60685 
2.5674 
386 
1.24915 
1.4482 
386 
.87009 
1.3808 
386 
.76450 
3.1244 
386 
.1.19743 
4.3549 
386 
1.11236 
3.6969 
386 
1.32267 
 
As might be expected, those who say they use the internet most frequently are most likely to 
have used all of the particular forms of online activity. Social network use and downloading 
film or music are exceptions to some extent. Therefore, those who use the internet less 
frequently tended to do these activities fairly frequently (e.g. those who use the internet 
‘sometimes less than once a week) have a mean of 3 on social network use which is not 
dissimilar to those who use the internet 5 or 6 days a week (3.33). Being a frequent user of 
the internet does not seem to make such a significant difference to the frequency of purchasing 
online as might be expected. Those who use the internet every day have a mean of 1.38 for 
purchasing online compared to 1.00 for all other groups. This is most likely explained by the 
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fact that there is little variation in the sample with regard to online purchase (i.e. most people 
have not done this or do so very rarely). 
4. Participants Demographics and Attitudes to Internet Usage 
 
4.1. Age and Attitudes 
 
Older people (55+) were much more likely to say that they know to access shopping 
websites (mean 4.85) than other age groups and in fact, they have the highest means of 
any age group across all the items in Q13.  
 
Age and Customers Attitudes Correlation 
Age A B C D E F G H I 
18-24           Mean 
            
                      N 
 
      Std. Deviation 
3.7366 
205 
.72685 
2.4683 
205 
.86615 
1.8585 
205 
.66752 
2.8488 
205 
.81743 
1.9951 
205 
.52857 
1.600 
205 
.73831 
3.1366 
205 
.75464 
3.0829 
205 
.79085 
1.6683 
205 
.69113 
25-34            Mean 
                  
                       N 
      
      Std. Deviation 
3.7604 
96 
.77792 
2.3333 
96 
.92528 
1.6146 
96 
.55002 
2.9167 
96 
.91383 
1.9583 
96 
.54128 
1.6042 
96 
.81408 
3.0104 
96 
.76081 
3.0000 
96 
.76777 
1.6667 
96 
.65961 
35-44           Mean 
              
                    N 
   
      Std. Deviation 
3.6889 
45 
.874444 
2.6667 
45 
1.04447 
1.7111 
45 
.62603 
2.8222 
45 
1.00654 
1.8444 
45 
.56228 
1.778 
45 
.95081 
3.667 
45 
.68775 
3.1333 
45 
.78625 
1.6444 
45 
.71209 
45-54            Mean 
                  
                        N 
   
      Std. Deviation 
3.9091 
33 
1.25906 
2.9091 
33 
1.33144 
1.6970 
33 
.88335 
3.0909 
33 
1.01130 
2.1515 
33 
.75503 
2.2121 
33 
1.05349 
3.3333 
33 
.73598 
3.3030 
33 
.72822 
1.6364 
33 
.69903 
55*               Mean 
                  
                     N 
       
      Std. Deviation 
4.8571 
7 
.37796 
3.8571 
7 
.89974 
2.7143 
7 
.75593 
4.0000 
7 
.00000 
2.1429 
7 
1.06904 
2.4286 
7 
.78680 
3.4286 
7 
.53452 
3.5714 
7 
.53452 
1.8571 
7 
.37796 
Total           Mean 
                
                      N 
       
      Std. Deviation 
3.7720 
386 
.82168 
2.5207 
386 
.97546 
1.7824 
386 
.67559 
2.9041 
386 
.88780 
1.9845 
386 
.57187 
1.6891 
386 
.83541 
3.1192 
386 
.74645 
3.0949 
386 
.77870 
1.6658 
386 
.6974 
 
 
 251 | P a g e   
4.2. Gender and Attitudes 
Women had slightly higher means than men on most items, excepting safety, methods of 
payment, delivery and product returns but the differences were very small.  
Gender and Customers Attitudes Correlation 
Gender A B C D E F G H I 
Female        Mean 
                    
                       N 
     
      Std. Deviation 
3.8333 
150 
.77214 
2.6800 
150 
1.02532 
1.9000 
150 
.71184 
2.9267 
150 
.80349 
2.0133 
150 
.54325 
1.6800 
150 
.86947 
3.1000 
150 
.77503 
3.0667 
150 
.79989 
1.6400 
150 
.66836 
Male            Mean 
              
                       N 
      
      Std. Deviation 
3.7331 
236 
.85099 
2.4195 
236 
.93050 
1.7076 
236 
.64189 
2.8898 
236 
.93884 
1.9661 
236 
.58973 
1.6949 
236 
.81485 
3.1314 
236 
.72911 
3.1144 
236 
.76606 
1.6822 
236 
.68778 
Total           Mean 
              
                        N 
   
      Std. Deviation 
3.7720 
386 
.82168 
2.507 
386 
.97546 
1.7824 
386 
.67559 
2.9041 
386 
.88780 
1.9845 
386 
.57187 
1.6891 
386 
.83541 
3.1192 
386 
.74645 
3.0959 
386 
.77870 
1.6658 
386 
.67974 
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5. Usage and Attitudes to Internet Usage 
5.1. Online Payment and Attitudes 
Those who make a payment online ‘sometimes’ or ‘often’ had higher means than other 
groups across all items. 
Online Payment and Customers Attitudes Correlation 
Make payment 
online 
A B C D E F G H I 
Never             Mean 
   
                         N 
   
        Std. Deviation 
3.5966 
295 
.81440 
2.1763 
295 
.72570 
1.7254 
295 
.65142 
2.6678 
295 
.8400 
1.9661 
295 
.53978 
1.3322 
295 
.51982 
2.8881 
295 
.51982 
2.8373 
295 
.69053 
1.7356 
295 
.69834 
Rarely            Mean 
                     
                         N 
      
        Std. Deviation 
4.1200 
25 
.60000 
3.1600 
25 
.80000 
1.8800 
25 
.66583 
3.4800 
25 
.71414 
1.8400 
25 
.55377 
2.6800 
25 
.69041 
3.7600 
25 
.59722 
3.9600 
25 
.45461 
1.4800 
25 
.65320 
Sometimes    Mean 
                        
                         N 
            
        Std. Deviation 
4.3000 
50 
.46291 
3.6800 
50 
.79385 
1.9600 
50 
.60474 
3.6800 
50 
.47121 
2.1000 
50 
.61445 
2.8800 
50 
.55842 
3.9000 
50 
.30305 
3.9000 
50 
.30305 
1.4600 
50 
.50346 
Often              Mean 
           
                           N 
          
        Std. Deviation 
4.8125 
16 
.40311 
4.2500 
16 
.57735 
2.1250 
16 
1.08781 
3.9375 
16 
.25000 
2.1875 
16 
.91059 
3.0000 
16 
.36515 
3.9375 
16 
.25000 
4.0000 
16 
.00000 
1.3125 
16 
.60208 
Total             Mean 
                     
                    N 
          
       Std. Deviation 
3.7720 
386 
.82168 
2.5207 
386 
.97546 
1.7824 
386 
.67559 
2.9041 
386 
.88780 
1.9845 
386 
.57187 
1.6891 
386 
.83541 
3.1192 
386 
.74645 
3.0959 
386 
.77870 
1.6658 
386 
.67974 
 
5.2.  Online Purchase and Attitudes 
 
Those who buy something online ‘sometimes’ or ‘often’ had higher means than other 
respondents on some items. The agreement was very high (as might be expected) for ‘I know 
how to access shopping websites’ (4.9 for those who buy something online often). However, 
it was notable that those who buy something online ‘often’ had low agreement with ‘I believe 
I can purchase any product or service online’ (1.8); ‘I believe that the information and services 
…were sufficient (mean 2.0) and ‘I believe I have the right to return the product’ (mean 1.2). 
This suggests that amongst those who often buy online the major sources of dissatisfaction 
are likely to be a range of products or services available, the level of information and service 
and uncertainty about right to return or refund. 
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Online Purchase and Customers Attitudes Correlation 
Buy something 
online 
A B C D E F G H I 
Never           Mean 
                      
                      N 
        
      Std. Deviation 
3.5912 
296 
.81830 
2.1757 
296 
.72455 
1.7230 
296 
.65168 
2.6622 
296 
.84415 
1.9662 
296 
.53887 
1.3311 
296 
.51930 
2.8851 
296 
.67421 
2.8378 
296 
.68943 
1.7331 
296 
.69846 
Rarely          Mean 
                   
                       N 
           
      Std. Deviation 
4.2326 
43 
.42746 
3.3488 
43 
.75226 
1.8837 
43 
.66222 
3.6512 
43 
.48224 
1.9767 
43 
.70672 
2.7209 
43 
.59062 
3.8605 
43 
.41297 
4.0000 
43 
.30861 
1.4419 
43 
.58969 
Sometimes Mean 
                        
                        N 
       
      Std. Deviation 
4.3784 
37 
.49167 
3.8378 
37 
.83378 
2.1351 
37 
.71345 
3.6757 
37 
.47458 
2.1351 
37 
.58510 
2.9730 
37 
.49925 
3.9198 
37 
.27672 
3.8649 
37 
.34658 
1.5135 
37 
.55885 
Often           Mean 
                  
                       N 
           
      Std. Deviation 
4.9000 
10 
3.1623 
4.3000 
10 
.48305 
1.8000 
10 
.91894 
4.0000 
10 
.00000 
2.0000 
10 
.81650 
3.1000 
10 
.31623 
3.9000 
10 
.31623 
4.0000 
10 
.000000 
1.2000 
10 
.42164 
Total            Mean 
                      
                       N 
          
      Std. Deviation 
3.7720 
386 
.82168 
2.5207 
386 
.97546 
1.7824 
386 
.67559 
2.9041 
386 
.88780 
1.9845 
386 
.57187 
1.6891 
386 
.83541 
3.1192 
386 
.74645 
3.0959 
386 
.77870 
1.6658 
386 
.67974 
 
5.3. Social Network Usage and Attitudes 
Those who use social media often had higher means than other respondents on nearly all items 
although interestingly it was those who use social networks rarely who had the highest mean 
on ‘I feel e-commerce is easy to use (3.18). As we saw on previous questions, social media 
use is higher amongst younger people whereas online shopping is common amongst older 
people who may account for the fact that heavy users of social media are not necessarily the 
most confident or positive towards online shopping. 
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Social Network Usage and Customers Attitudes Correlation 
Social network 
Usage 
A B C D E F G H I 
Never          Mean 
                    
                    N 
           
     Std. Deviation 
2.333 
3 
1.52753 
1.6667 
3 
.57735 
1.3333 
3 
.57735 
2.0000 
3 
1.00000 
1.6667 
3 
1.15470 
1.3333 
3 
.57735 
3.0000 
3 
.00000 
3.0000 
3 
.00000 
1.6667 
3 
.57735 
Rarely          Mean 
                 
                  N 
 
     Std. Deviation 
4.0208 
48 
.93375 
3.0208 
48 
1.24609 
1.8542 
48 
.82487 
3.1875 
48 
.98188 
2.0417 
48 
.74258 
2.1875 
48 
1.02431 
3.3333 
48 
.69446 
3.3542 
48 
.75764 
1.6042 
48 
.67602 
Sometimes   Mean 
                         
                        N 
           
      Std. Deviation 
3.8125 
32 
.99798 
2.6875 
32 
1.09065 
1.6875 
32 
.73780 
2.8750 
32 
.97551 
1.9063 
32 
.58802 
1.8125 
32 
.93109 
2.9688 
32 
.73985 
3.0313 
32 
.78224 
1.6250 
32 
.65991 
Often          Mean 
                     
                 N 
         
      Std. Deviation 
3.1724 
29 
1.16708 
2.344829 
29 
.97379 
1.7586 
29 
.57664 
2.4483 
29 
.94816 
2.4483 
29 
.46820 
1.4828 
29 
.78471 
2.7586 
29 
.63556 
2.6897 
29 
.71231 
2.0690 
29 
.79871 
Always        Mean 
                        
                  N 
       
      Std. Deviation 
3.8029 
274 
.67763 
2.4416 
274 
.88032 
1.7889 
247 
.65107 
2.9161 
247 
.83220 
1.9672 
274 
.53693 
1.6131 
274 
.76315 
3.1387 
274 
.75770 
3.1022 
274 
.77776 
1.6387 
274 
.66086 
Total            Mean 
                
                  N 
            
     Std. Deviation 
3.7720 
386 
.82168 
2.5207 
386 
.97546 
1.7824 
386 
.67559 
2.9041 
386 
.88780 
1.9845 
386 
.57187 
1.6891 
386 
.83541 
3.1192 
386 
.74645 
3.0959 
386 
.77870 
16658 
386 
.67974 
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APPENDIX J Conceptual Framework Survey and Analysis. 
 
 
 
Evaluation of E-commerce Awareness 
It is important for you to understand why this research is being undertaken and what it will 
involve. Please take the time to read the following information carefully to decide whether 
you wish to participate. 
I am currently undertaking a study that involves the investigation of the relationship between 
E-commerce processes and Awareness. This research focuses on four issues of awareness, 
namely; product awareness, brand awareness, payment awareness, and delivery awareness. 
The reason for studying these issues is to explore whether awareness is needed when carrying 
out any online transaction and, thus if awareness affects the customer’s decision throughout 
the e-commerce cycle. 
If you have any questions about the study, please contact: 
Husam Yaseen (husam.yaseen@port.ac.uk) or Dr. Kate Dingley (kate.dingley@port.ac.uk) 
** This short survey consists of four questions. 
***Please answer the following questions by ticking the correct box (You may tick more than one 
answer). 
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Q1: Which of the following you may need to be aware of when you browse the online product/service 
catalogue? 
□ Product type 
□ Brand 
□ Payment options 
□ Delivery options 
□ None of the above 
Q2: Which of the following you may need to be aware of when you select the product/service? 
□ Product type 
□ Brand 
□ Payment options 
□ Delivery options 
□ None of the above 
Q3: Which of the following you may need to be aware of when you pay for the product/service? 
□ Product type 
□ Brand 
□ Payment options 
□ Delivery options 
□ None of the above 
 
Q4: Which of the following you may need to be aware of when you select the delivery option? 
□ Product type 
□ Brand 
□ Payment options 
□ Delivery options 
□ None of the above 
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APPENDIX K Interview Transcript Sample. 
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APPENDIX L Observation Screenshots. 
 
 
 
 
English Version 
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English Version 
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